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Rough Proofs 


Howard Ehrlich, long an out-| 
standing figure in the publishing | 
business, has been elected vice- | 
president of Abbott Kimball of) 
Los Angeles. Now he will be able | 
to find out how the other half 
lives. 

FF 

That Timken Roller Bearing ad 
on the Gold Dust twins of the 
American economy must have 
been written by a young old-timer 


who remembers when Gold Dust | 


. : | 
and the twins were an advertised | 


combination. 
> °F 
Wall Street Journal reports that | 
an inventor is working on the idea 
of a jumping ink. 
in perfecting it, the press manu-. 


facturers will jump right out of | 


their skins. 
~ & % 
Motion Advertising Company is 
offering an advertising display for 
installation in taxicabs. The idea 


probably is to keep the minds of | 


Name for Spot 


the passengers off the meter. 
7 | FT 
Packard is offering to allot deal- 
ers an extra car for every ton of 
scrap iron they ship to Detroit. 
That’s transmutation of metals 
even the most unscientific can 
appreciate. 
ye WS 
Gen. Eisenhower timed his with- 
drawal announcement so as to 
make Dr. Gallup and Rough 
Proofs look pretty silly. But the 
poll reports on Ike’s presidential 
preference go Galluping on. 
| a ae 
The Sweet Potato Industry Com- 
mittee is trying to glamorize its 
favorite product by comparing it 
with the orange. Is it possible the 
srowers have never smacked their 
lips over a sweet potato pie? 
+ } F 
“Press Strike Ends,” headlines 
the world’s greatest advertising 
journal, 
in the graphic arts, the dove of 
peace lights everywhere except on 
the ITU. 
= a ae 
The Interior Department’s cur- 


rent drive against rats may be mis- | 


interpreted by people who have 


certain pestilential political ro- 


dents constantly in mind. 
~~ 
Gum Products, Inc., has started 
‘est campaigns in Harrisburg and 


Peoria to introduce a cough drop | 


chewing gum, but it’s debatable 
whether it can be classified as a 
labor-saving device. 

F ee 
_ William H. Eden thinks “store 
vroadeasting 
Music with interesting commer- 
cals” is an outstanding merchan- 
aising development. 

Jepends on how well it harmon- 
zes with the cash register. 

v ©. 

‘or the first time in a good 
M ny years the credit managers of 
media are beginning to worry 

sut the customers who aren’t 
‘ecing their cash discounts. 

, © 9 

Young men who want to get 
‘0 advertising today want to 
Sirt at the top,” comments 
O ville Reed. 

That part’s easy—it’s staying on 

that takes the doing. 


Copy Cus. 


If he succeeds | 


MAROUERTTE CEMENT MANUFACTURING COMPANY 


| GIVE AND TAKE—In this full-page ad 


in the Southeast Missourian, Cape Gir- 


| ardeau, Mo., a plant city, Marquette 


Cement Mfg. Co. reports that for every 
dollar of income from local customers, 
the company paid back more than 
seven dollars to the community. George 


_H. Hartman Co., Chicago, is the Mar- 


quette agency. 


‘radio is spot radio,” 


| to the question: 


mixing harmonious | 


Search for New 


Radio Goes On 


Spot Availabilities 


Tight, Not Sold Out, 
Time Buyers Say 


New YorK— Paul H. Raymer, 
who set the scene earlier with a/| 
spread in Broadcasting, still was | 
crusading for a more definitive | 
name for “spot radio” last week. | 

Since his published contention | 
that “seven out of 10 advertising | 
people don’t know what kind of| 
because its 
name “is lost in a maze of con- 
fusion,” several persons have vol- 


unteered their services as nomen- | 


clators. 

Among names suggested in let- 
ters—none of which are consid- 
ered satisfactory by station rep- 
resentative Raymer—are local or 
localized radio, national radio and 
selective market coverage. 


Survey Showed Ignorance 


Mr. Raymer started his cam- 
paign to find a name worthy of 
“one of the greatest advertising 
mediums ever known” after he 
received a strange assortment of 
replies from advertising managers 
of top manufacturing companies 
“When you hear 
the term spot broadcasting, what 
is the first thing that comes to 

(Continued on Page 65) 


14 Ways... 


to improve classified 
ads. See ‘The Pay-Off', 
Page 62. Other features: 


Ad-libbing .......... 
Advertising Market Place. . 
Creative Man's Corner 
Department Store Sales. 
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Says Congestion, 
Accidents Shrink 
Automotive Market 


| 
Paul Hoffman Insists 
| 


Industry Must Solve 
Problems It Creates 


CHICAGO — Unless every section 


of the automotive industry takes | 
immediate steps to solve urban | 
traffic problems, and restore safe, | 


pleasant travel on the nation’s 


‘highways, automobile manufactur- | 
ers and dealers are faced with | 
|markets that will shrink, and pos- | 


sibly dry up, according to Paul G. 
| Hoffman, president of Studebaker 
| Corporation. 

Addressing the National Auto- 


mobile Dealers Association here | 
last week, Mr. Hoffman declared | 


that promoting highway safety is 
/more than humanitarianism—it is 
_a challenge for men in the busi- 
‘ness of selling highway mileage. 

“Highway mileage is skyrock- 
eting,’”’ he declared, “but it would 
|be folly to blind ourselves to the 
/serious implications of this mount- 
ing flood of traffic. Even the rosi- 
'est optimist among us, if he looks 
around at traffic conditions, will 
discover that congestion and ac- 
|cidents already are exerting a re- 
_strictive influence on highway use. 
| And the situation is steadily grow- 
|ing worse.” 


Asks More Driver Training 


Mr. Hoffman called on auto 
dealers to work for establishment 
of driver training courses in schools 


throughout the country, and assist | 


|'where possible in the conduct of 
|courses to promote safe, intelligent 
‘handling of motors cars. 


| (Continued on Page 67) 


He suggested that they empha-| 
size the importance of safe car) 


ANNOUNCING 
A “NEW ERA I MOTORING 


THE DAVIS 


| 


~~ 
coor gor rancorepeiae 8. 0 males 
penn Sag 


ne Inf comnation. 


ne rte today foo 
DAVIS MOTOR CAR COMPANY 
S088 WOODLEY AVENUE 
VAD NUYS, CALIFORNIA 


THREE-WHEELER—The newest entry 
in the field, a "full-size" Davis three- 
wheel car to sell at $995—F.O.B. Los 


| Angeles—is announced in this page in 


the February Liberty. Distributors and 
dealers are being lined up for the Cali- 
fornia company's “motoring miracle.” 


Transit Radio 
Plans FM Sets 
in Kentucky Buses 


CINCINNATI— The _ Cincinnati, 
Newport & Covington: Railway 
Company and Dixie Traction 
Company, mass transportation sys- 
tem for northern Kentucky, have 
signed a contract with Transit 
Radio, Inc., for the installation of 
FM radio receiving sets in all ve- 
hicles except a few of the old- 
type street cars. 

It is believed te be the first con- 


‘tract of its kind in the U. S. and 


marks another milestone in the 
development of radio broadcast- 
ing. 

Philip G. Vondersmith, presi- 
dent of the Green Line, said that 
in recent experimental tests, more 
than 96% of the riders indicated 
approval of such radio programs. 

Equipment will be supplied and 

(Continued on Page 70) 


Day. 


ing is the agency. 


& Bowles is the agency. 


Cann-Erickson. 


Last Minute News Flashes 
Armour Opens $100,000 Chiffon Soap Contest 


Cuicaco—Armour & Co. this week opens a new weekly jingle con-_ 
test, scheduled to last six weeks, for its Chiffon soap flakes. Contest | 
copy is running in the First 3 Markets Group, Metropolitan Group, 
Puck—the Comic Weekly, Everywoman’s, Family Circle and Woman’s 
Announcement of the contest, with prizes totalling $100,000, 
also is being made on the CBS Hint Hunt show. Foote, Cone & Beld- 


‘48 ‘Stop Accidents’ Campaign Launched 

New YorK—A stop accidents campaign, sponsored by the Adver- 
tising Council, and coordinated by Wesley I. Nunn, advertising man- 
ager of Standard Oil Company of Indiana, 
“Be careful—The life you save may be your own,” the campaign’s 1947 
slogan, will be used again in 1948. The drive is being run in coop- 
eration with the National Safety Council. 
& Rubicam will again prepare art work and copy for the ads. 


Best Foods Joins Drive on Margarine Tax 
| New York — Best Foods, Inc., on behalf of Nucoa margarine, is |took the position that “free” had 
supporting the margarine industry’s campaign for repeal of the tax 
on yellow margarine with four pages running during February, March 
and April in The American Weekly. 


is to begin immediately. 


The Chicago office of Young 


The first ad ran Feb. 1. Benton 


Begins Magazine Series for Del Monte 

San FrANcIsco—California Packing Corporation, beginning with the 
Feb. 8 issue of The American Weekly, will launch a spring campaign 
for Del Monte products in 17 national magazines. 


The agency is Mc- 


Snow Crop Marketers Starts Newspaper Ads 

New YorK—Snow Crop Marketers launched a 12-week campaign | 
for its products Jan. 29 in 30 newspapers in key cities throughout | ticles are not ‘free’ or given as 
the country, omitting New York City. Agency is Maxon, Inc. 


(Additional News Flashes on Page 71) 


‘Free Is ‘Free 
—and No Strings, 
FIC Reaffirms 


Inquiries Lead 
to New ‘Guidance’; 


Seed Firm Cited 


| WasHIncton — FTC notified its 
|interested public Friday that there 
is to be no compromising over the 
word “free,” or any of the ex- 
pressions of similar import. 
Through the rarely used medium 
of “an administrative interpreta- 
tion,” the commissioners—at least 


i'three of them—said they felt 
\“free” meant “free’—with no 
strings attached. 

Commissioners Lowell Mason 


‘and Robert Freer to the contrary, 
it’s in the government’s official 
gazette—the “Federal Register’— 
i'that “free” with strings is an in- 
'vitation to peril. 


Cite Many Inquiries 


Three commissioners — William 
Ayres, Garland Ferguson and Ewin 
Davis—said they have had numer- 
ous inquiries from better business 
bureaus and representatives of af- 
fected industries for guidance in 
the use of “free,” an expression 
litigated in scores of cases handled 
by the commission. 

Here’s the text of the “guid- 
ance” they issued: 

“The use of the word ‘free’ 
or words of similar import, in ad- 
vertising to designate or describe 
merchandise sold or distributed in 
interstate commerce, that is not in 
truth and in fact a gift or gratuity 
or is not given to the recipient 
thereof without requiring the pur- 
chase of other merchandise or re- 
quiring the performance of some 
service inuring directly or in- 
directly to the benefit of the ad- 
vertiser, seller or distributor, is 
considered by the commission to 
be a violation of the Federal Trade 
Commission Act.” 


Reaffirm Earlier Stand 


Beneath the legal foliage it ap- 
Pears that the three commission- 
jers are standing by a position 
‘adopted about three years ago, 
'when the commission began en- 
\forcing a highly literal concept of 
“free,” 

At that time, it reopened more 
|than a dozen “free” cases settled 
by earlier stipulations which per- 
|mitted use of the word, accom- 
panied by adequate descriptive 
|language and disclaimers. 
| In subsequent actions, the com- 
| mission refused to consider any 
/explanations or disclaimers quali- 
|fying the expressions in copy. It 


to be “free” to all comers; no 
questions asked; no services re- 
quired; no strings attached. 


Hits ‘Free’ Seed Offer 


Only last week, the commission 
ordered a Lancaster, Pa., seed 
company to stop using “free” to 
describe prizes which are avail- 
|able to children who sell a speci- 
|fied number of packages of seed 
‘for the firm at a stipulated price. 
“Actually,” FTC says, “the ar- 


| gifts, but must be earned by sell- 
ing certain required quantities of 
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seeds.” | 

Once before recently, FTC issued | 
an “administrative interpretation.” 
This was a statement early last 
September announcing modifica- 
tion of a policy which previously 
required “warnings” on the labels 
of certain laxatives. 


Gerstin to ‘Tele-Tech’ 

Stanley Gerstin, former editor 
and general manager of Telecast- 
ing Publications, New York, has 
joined Caldwell-Clements, New 
York, as assistant publisher of 
Tele-Tech, its television, telecom- 
munications and radio engineer- 
ing publication. Mr. Gerstin was 
previously an editor in the auto- 
motive division of the Chilton 
Company. 


a@ | 

SIGHS OF LONG LIFE" 

FOR QUANTITY BUYERS 

THE ARTKRAFT*SIGN CO. 
Division of 


Artkraft® 


Corporation 
900 Kibby St., Lima, Ohio, U.S.A. 
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Believe Truman 
Will Seek New 
Grain Controls 


WASHINGTON—A presidential ap- 
peal for renewal of the controls 
over grain used by distillers was 
reported in the making after the 
House banking and currency com- 
mittee refused Wednesday to ex- 
tend the grain rationing authority, 
which expires Jan. 31. 

A temporary extension of the 
distillery slow-down had been ap- 
proved by the Senate, but House 
committee members, by a surprise 
12-9 vote, cleared the way for 
unlimited distilling beginning this 
week. 

The action came shortly after a 
federal court here rejected a con- 
tention of Schenley Distillers Cor- 
poration, New York, that peace- 
time grain allocations are uncon- 
stitutional. 

Members of the banking and 
currency committee are reported 


anxious to reopen hearings on the 
distillery shut-down in order to 
study claims, presented in Schen- 
ley newspaper ads, that the shut- 
down saves no grain, and enables 
distillers in Canada and other 
countries to enter U. S. markets. 


Simmons Adds $5,000 
to Design Contest 


The Simmons Company, New 
York, has contributed a prize of 
$5,000 to the International Compe- 
tition for the Design of Low-Cost 
Furniture, in addition to previously 
announced prizes and grants to 
designers and research teams to- 
taling $50,000, the .Museum of 
Modern Art has announced. 

The competition for the designs 
opened Jan. 5 and closes Oct. 31. 
The project is being sponsored 
jointly by the Museum of Modern 
dg and Museum Design Projects, 
ne. 


Joins Green-Brodie 

Gloria Alexandra, formerly with 
Pan-American Publishirig Com- 
pany, New York, has _ joined 
Green-Brodie, New York. 


More Independent 


Grocer Groups 
Formed in ‘47 


CH1cacGo—Extensive progress 
has been made among retailer- 
owned grocery warehouse opera- 
tions in the past year, William M. 
D’Miller, president, National Re- 
tailer-Owned Grocers, said here 
last week. 

Speaking at the joint annual 
meeting of NROG and the Coop- 
erative Food Distributors of Amer- 
ica, Mr. D’Miller pointed out that 
the number of retailer-owned gro- 
cery groups increased in 1947. 

NROG increased its member- 
ship by five such groups, and 
raised the number of stores it rep- 
resents from 22,000 to 23,000. 
NROG is national buying organi- 
zation and CFDA the trade asso- 
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MANUAL PARA 
COMPRADORES FARA 


Overseas 

Buyers Guide 
for 
Automotive 
Distributors 


.... the (5° Year 


Before they buy automotive products 
most accredited wholesale distributors and 


sales agents refer to the Buyers Guide. 


McGRAW-HILL INTERNATIONAL CORPORATION 


McGraw-Hill Building, 330 West 42nd Street, New York 18, N. Y. 


Published in two editions: 
SPANISH for Latin Amercia — ENGLISH for the rest of the world 


ADVERTISING FORMS CLOSE MARCH Ist 


Publishers of:—McGraw-Hill Digest © The American Automobile (Overseas Edition) ® El Automovil Americano © Pharmacy 
International ®@ El Farmaceutico @ Ingenieria Internacional Industria © Ingenieria Internacional Construccion © The Machinist 
(London) ® Annual Buyers Guides for Industrial Machinery and Construction Equipment 


Advertising Age, February 2, 1949 


Why Mountain Bars 
are now 2760 /5¢ 


MOunTAIN Baars are made with the same top 
quality ingredients which go into fine boxed 
chocolates. The price of these ingredients has 
nsen steadily. Cocoa beans from which chocolate 
is made, for example, cost eight times as much 
today as in 1941. MOUNTAIN Baks contain an 
unusually large amount of choice milk ch -olate 
We will nos cut the quality of Mountain Bars. Yo. 
would not want us to. You can depend on this 
. . whenever you buy Mountain Baas you 
will find a taste treat that 
only quality can bring. Iire> 


Prendent 


a 


GOING UP—Costs are going up bu 

the quality of Mountain bars won’ 

be cut, Brown & Haley, Tacoma, Wash, 

explains in this newspaper ad in Wash. 

ington and Oregon boosting the nicke! 

bar to two for 15 cents. Honig. 
' Cooper, Seattle, is the agency. 


ciation of the stores. 

“A considerable number of the 
members of NROG have eithe 
begun or completed new ware. 
houses during the year in an all. 
out effort to cut handling costs a 
the wholesale level,” Mr. D’Mille 
declared. 


Urges Institutional Ads 


P. H. Little, advertising director 
of NROG here, told the 600 mem. 
bers at the meeting that their ad. 
vertising copy must lean more to- 
ward institutional messages wher 
their stores are unable to mee! 
chain store prices. If ads empha‘ 
size quicker service, better quali- 
ties and the like, the grocer mus 
be sure to back up such claims 
he said. 

He emphasized that the retailer- 
owned groups must not conduc 
advertising campaigns without firs! 
taking their warehouse and retail 
salesmen into confidence and sell- 
ing them on the merits of the ad- 
vertising. No ad drive can be suc- 
cessful, Mr. Little pointed out, if 
it is not correlated with sales ef- 
fort and all other merchandising. 

Members of CFDA and NROG 
approved a resolution offered by 
the joint convention publicity 
committee to urge the organiza- 
tions’ boards of directors to set up 
a year-round public relations 
committee and grant it funds to 
promote retailer-owned grocery 
groups. 


HARD 
WORK 
DOES IT! 


Flashes of inspiration, brilliant 
writing, glittering art-work, 
and all the trappings of show- 
manship have their place 0 
advertising, as elsewhere. 


But the things that make <n 
advertising agency lasting Y 
good are sound selling ideas 

. experience in the tecn- 


niques of presenting those 
ideas . . . loyalty to pla 
associates, and clients . 


and good plain hard work. 


IT DOESN'T PAY 
TO ADVERTISE ... 
unless you do it right! 


JOHN MATHER LUPTO! 
Co., Inc. eADVERTISIN’: 


GRAYBAR BUILDING 
N. Y. 17, N. Y. 
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She’s wearing America’s 
favorite bathing suit! 


There are two good reasons for the 
popularity of this particular bathing 
suit: (1) it’s a quality product; (2) 
over the last 23 years it has been 
advertised in The Saturday Evening 
Post. So have the favorites in other 
either fields ...car polish, razor, cereal and 
cigarette lighter, to mention a few. 


People like to read advertising in the Post 
, —far more than in any other magazine 
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Ferguson Names FC&B | 


Harry Ferguson Ltd., Coventry, 
England, has appointed the Lon- | 
don office of Foote, Cone & Beld-| 
ing to handle advertising and pub- | 
lic relations throughout Great) 
Britain and the entire eastern | 
hemisphere for the Ferguson SYS- | 
tem of mechanized farm equip-| 
ment. 


Zenith Promotes Duke 


A. V. Duke of the sales depart- 
ment has been named assistant 
sales manager of Zenith Radio 
Corporation, Chicago. He has been 
with Zenith for 20 years. 


| 
| 


CAR CARD ADVERTISERS! 


FREE SAMPLE 


POINT-OF-SALE CAR CARD HOLDER 


CARDISPLAY CO., 1004 Marquette Ave , Minneapolis, Minn. 


Representatives 
Build Cosmetics 
Story for Dailies 


Cuicaco—The new business 
committee of the American As- 
sociation of Newspaper Repre- 
sentatives, working in cooperation 
with the Bureau of Advertising, 
has begun showing a new pres- 
entation, “Cosmetics and Toiletries 
in the Mass Market,” to adver- 
tisers and agencies interested in 
that market. 

The presentation, an easel job, 
was developed by the association’s 
new business committee, headed 
by Douglas Taylor, J. P. McKin- 
ney & Son, and produced by the 
Bureau of Advertising. It was 
unveiled before the New York 
chapter of the representatives’ as- 
sociation Jan. 20, and has sub- 
sequently been shown to six or 


seven agencies. The Chicago 
group, headed by Ken Dennett, 
O’Mara & Ormsbee, has shown 
only to one agency group thus far. 


Market Has Doubled 


The presentation makes the 
point that the cosmetics and toilet- 
ries market has doubled since 
1940—from $400,000,000 to $800,- 
000,000—and is now definitely a 
mass rather than a class product, 
with an estimated 75% of women 
over 15 using some type of cos- 
metics. 

The market, however, is not 
spread evenly across the popula- 
tion or the country, the presenta- 
tion says. Instead, excise tax fig- 
ures on retail sales indicate that 
more than half of all cosmetic 
sales are made in five states: 
California, Illinois, Ohio, Penn- 
sylvania and New York. Almost 
70% are made in these plus five 
additional states (Michigan, Texas, 


Missouri, Massachusetts, Indiana) 
and the District of Columbia. In 
addition, there are wide variations 
in sales within each state. 

Newspapers can do the best job 
of providing coverage of the mass 
cosmetics market, and also can do 
the best job of coordinating ad- 
vertising with market potentials, 
the presentation asserts. 


Esquire Appoints DC&S 

Esquire, Inc., Chicago, has ap- 
pointed Doherty, Clifford & Shen- 
field, New York, to handle adver- 
tising for Apparel Arts, Coronet 
and Esquire magazines. The ac- 
count was previously handled by 
the Burnet - Kuhn Advertising 
Company, Chicago. 


‘Leader’ Names Witmer 


The Daily Leader, Fulton, Ky., 
has appointed Wallace Witmer 
Company as its exclusive national 
representative. 


Les Johnson, V. P. and Gen. Mgr. 
Affilliate of Rock Island Argus 


RADIO STATION REPRESENTATIVE 


ae 
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Midland Station 
Awarded to’News 
Publishing Co. 


WASHINGTON—Between two a, 
plicants—neither of whom met ;) 
its qualifications—FCC Weéenesq; 
decided to award the only rag 
station in Midland, Mich., to th 
only newspaper in town. 

Although the commission likes }j 
“diversify the avenues of commy 
nications,” it favored the Rig 
Publishing Company, publisher , 
the Midland News, because th 
other applicant was closely coy 
nected with Dow Chemical Com 
pany, employer of 90% of Mig 
land’s workers. 

It pointed out that Dow alreag 
exercises vast influence over th 
community as the big employe 
and also through its participati; 
in recreational, cultural and spor 
activities, “which unquestionab! 
permeate many aspects of th 
daily lives of the community mem 
bers.” 


Diversification Thought Best 


“As desirable and praiseworth 
as such may be,” FCC felt th 
community interest would be be 
served “by diversifying the inf\ 
ences which are exercised ove 
the community members.” 

“We do not question that th 
Midland Broadcasting Compan 
(Dow-dominated) sincerely i; 
tends to operate the proposed sta 
tion in an objective and imparti 
manner,” the commission sai 
“However, we recognize that 
number of its directors and of 
ficers will be faced with in 
herent difficulties in making dis 
tinctions between those matter 
affecting the interests of the Do 
Chemical Company, with whic 
they are so closely associated, an 
the interests of the communit 
whenever such interests shoul 
come into conflict.” 

FCC said its misgivings abo 
handing the facility to the town! 
only newspaper are offset in pa 
“by the outstanding record of com 
munity service of the newspaper 
Looking into the history of th 
newspaper, it found it had re 
ceived awards for community ser 
ice and general excellence sever 
times between 1934 and 1946. 


Newcomer Favored 


Two new commissioners, unde 
interim appointments, were amol) 
three dissenters in a ruling e! 
abling the New Britain Broadcast 
ing Company, owned by adma 
Julian Gross, to change frequen 
cies and increase the power 
WKNB, New Britain, to five ki 
Interim appointees Wayne Co 
and George Sterling preferred 
newcomer, the Central Connect 
cut Broadcasting Company, on t 
ground that its engineering plé 
would serve more people. Com 
missioner Jones also preferred 
newcomer in order to provide 
competitive facility in New Brital! 


Pogue Names Kilduff 


H & S Pogue Company, Ci! 


cinnati department store, h 
named Kilduff & Co., Cincinna 
to handle its local advertisin 
Douglas D. Simon Advertisins 


New York, will continue to hand! 


_ the store’s national magazine 2° 


vertising. 


Appoints Gigli 

Ormond Gigli, fashion pho‘ 
rapher, has been placed in charg 
of the new photographic std! 
recently added to the art dep2! 
ment of Olsen-Urquhart & As‘ 
|ciates, New York. 


Always Dependable Quality and Se 


Lf TWIN CITY | 
rs ENGRAVING COMPANY 
208 S. STATE ST. ST. JOSEPH, 
ly PHOTO ENGRAVING -ART-COPY-LA 
= =~ A ONE COLUMN CUT OR A 
COMPLETE COLOR BOOKLET 
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Does your product suffer from 


by Starch. 


Advertising Offices... 


*Starch Consumer Magazine Report (Seen-Associated Scores) 
Circulation guarantees & rates S.R. D.S. Oct. 15, 1947 


1. Greater ad visibility because of 50% 
editorial to 50% advertising policy. 


3. Climbing, steadily climbing circula- 
tion. Liberty is the only general maga- 
zine among the 3 top weeklies and 4 5. Low base rates 
top monthlies to gain circulation during 


Investigate LIBERTY’S EXCLUSIVE “PLUS PACKAGE”. It’s producing 


the 1947 periods 


Now selling over 


2. Greater ad readership in both four 
color and black and white as proved 


who are in the 
their lives. 


4, Thoth, 
Aang 4 L404! 


LIBERTY MAGAZINE, INC. 
Franklin 8. Forsberg, Publisher 


results for many astute, leading advertisers: 


(June 30th publisher’s statements). 


4. An active buying readership of over 
7,500,000, the majority under 45 years, 


est circulation per advertising dollar. 


New York, Chicago, Detroit, Los Angeles 


“Fallen 
Starches ? 


(Reading Time —55 seconds) 


Space costs of many leading magazines are going up 
... up! Yet their circulation guarantees remain 

the same. Oh . . . how that will zoom ¢heir ad reader 
costs! Ad men from New York to Los Angeles are 
taking a good, hard look at the Starch ad readers 

per dollar now delivered by the premium fare 
vehicles. The more they look, the more 

Liberty’s exclusive “plus package” 

is proving to be the most profitable magazine 

buy for 1948. Here’s why: 


STARCH AD READERS PER DOLLAR* 


MEN WOMEN 
LipErtTY ... . Black & White. .158 Black & White ...... 165 
Four Color ....146 FOE CONE oii sc ice 125 
Couuter’s.. . Black & White. .116 Black & White ...... 124 
Four Color ....113 POE GHEE onsite: 115 
Lire .......Black & White. . 78 Black & White ...... 104 
Four Color .... 83 Pe Ge Sv kccccas 109 
a Pe Black & White. . 98 Black & White ...... 95 
Four Color .... 93 Four Colors s00% co We 


audited by the ABC 


1,600,000 copies. 


acquiring periods of 


give absolutely high- 
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Lyman Agencies Sold 


Lyman Agencies Ltd., Montreal, 
importer and distributor of per- 
fumes and toilet preparations, has 
been sold to a group of officers of 
the company headed by Lindsay 
Parker, formerly managing direc- 
tor. The firm will be known as 
the L. M. Parker Company and 
will continue to represent in Can- 
ada such products as Chanel, Lu- 
cien Lelong and Caron perfumes 
and Seaforth toiletries for men. 


AU) wua#r STUDIO SPECIALIZES 
IN CONTINUITY STRIPS 
FOR AOVERTIGERS ? 


FTC Drops Case 
Against Makers 
of ‘Glass’ Goods 


WASHINGTON—B owing to the 
ruling of the U. S. circuit court 
of appeals in the Buchsbaum case, 
FTC announced Sunday that it is 
dismissing cases against five other 
firms which manufacture sus- 
penders and other items from 
plastic materials of glass-like ap- 
pearance. 

Last fall, the court set aside 
FTC’s findings that use by S. 
Buchsbaum & Co., Chicago, of the 
trade name “Elasti-glass” misled 
the public into believing that mer- 
chandise of Vinylite or other syn- 
thetic resinous compounds actually 


| was made of glass. 


With its setback in the Buchs- 
baum case, the commission closed 
similar proceedings against Saks 
& Co., New York, for “Glastique”’ 
women’s shoes; Hickok Mfg. Com- 
pany, Rochester, N. Y.; Pioneer 
Suspender Company, Philadelphia, 
and A. Stein & Co., Chicago, for 
“Liv-glas,” “Pliaglass” and ‘“‘Glas- 
Tex” men’s accessories; and Rohm 


& Hass, Philadelphia, for ‘Plexi-| 


glas” materials it sold to others. 


Names Wakefield Agency 


Wakefield Advertising Agency, 
San Francisco, has been named to 
handle the national advertising of 
American Distilling Company, New 
York. The agency has opened a 
New York office to service the 


| account. 


'_Eddy Named Byoir V.P. 


Don Eddy, former roving editor 


| of American Magazine, New York, 


has been named vice-president in 
charge of magazine operations of 
Carl Byoir & Associates, New 
York. Mr. Eddy was at one time 
managing editor of the Arizona 
Daily Star, general manager of 
Harry Langdon Productions, and 
more recently director of pub- 
licity for RKO Pictures. 


Wester Joins Agency 

Frederick E. Wester, former 
representative of WIBG, Phila- 
delphia, has joined Joseph P. 
Schneider, Inc., New York, as an 
account executive. Prior to his 
association with WIBG, Mr. Wes- 
ter was with Batten, Barton, Dur- 
stine & Osborn and Pedlar & 
Ryan, New York. 


THE NEW YORKER goes to 


Milwaukee, Wis. 


THE CAT’S WHISKERS are dripping with the reason why Mil- 
waukee is called the ‘Cream City”’. If you were looking for the 
cream of Milwaukee’s buying power, you’d visit the fine homes 
in the Grade A suburbs of Shorewood, Whitefish Bay, Fox 
Point and River Hills. THE NEW YORKER visits such homes 
every week. Our Milwaukee circulation is 1,953, with a 
readership of 11,718. All top cream. 


BRIDGE BICKER. Long ago, harsh words were hurled across the 
Milwaukee River when the city’s East Side and West Side 
couldn’t agree on where bridges should go. There’s no bridge 
problem now. Clever advertisers know that the best bridge 
into Milwaukee’s gilt-edged mansions is that ubiquitous 
weekly, THE NEW YORKER. For example: 30 % of the officers of 
the City Bank & Trust Company are NEW YORKER subscribers. 


EARLIEST FINANCIAL RATING of Milwaukee is found in its 
name, from an old Indian word meaning ‘“‘good lands’’. It is 
good lands for anybody with something extra nice to sell. 
Should you, for instance, want to hawk a luxury item to 
prosperous people like the directors of the Allis-Chalmers 
Manufacturing Company—remember that over 50% of these 
nabobs are NEW YORKER subscribers. 


Milwaukee i 


O0.SOoGLoWw 


IT’S TOUGH FOR PHARMACISTS in Milwaukee, if there’s any 
truth in the old proverb: ‘‘The brewery is the best drug store.” 
But Milwaukee’s many famous beers are no more famous than 
the generous spending of charge customers in Milwaukee’s 
smart stores, such as Chapman’s. 65% of THE NEW YORKER 
subscribers in the Milwaukee area are on Chapman’s select 


charge account list. 


THE 


NEW YORKER 


No. 25 WEST 43rd STREET 
NEW YORK I8, N.Y. 


THE NATIONAL WEEKLY OF THE LEADERSHIP MARKET 


82% of its United States circulation 


5 one of the 41 Primary Trading Areas in which 84% of the nation's department store business is transacted and in which The New Yorker concentrates 


Advertising Age, February 2. 1948 


No Job Printer 
Strike in Chicago 
Seen Till Feb. 18 


Cuicaco — This city’s 10-wee, 
typographers’ strike against metro. 
politan newspapers continued lay 
week without change, and com. 
mercial printing shops reporteg 
no sign of slowdowns or a strike 
affecting them. 

In Columbus, O., however, ,; 
dissident group of Internationa) 
Typographical Union members re. 
vealed that the Chicago situatioy 
may change after Feb. 18. 

One member said there that the 
ITU’s officers would wait to ca) 
out commercial plant employe; 
and the Chicago Mailers Unio; 
(an ITU affiliate) until the 88,00) 
members of ITU in the natiopy 
vote Feb. 18 on the question oj 
raising the strike fund assess. 
ment from one-half of 1% to ; 
full 5% of wages. 


Hearing Adjourned 


The Chicago ITU members oy 
strike are receiving from $40 ti 
$60 a week from the ITU. Abou 
1,500 are on strike, and more thar 
3,500 would go out if a strike 
called against the commercial 
shops here. 

The National Labor Relation; 
Board hearing on complaints tha’ 
the ITU and its locals are violat- 
ing the Taft-Hartley Act through 
refusing to negotiate toward ; 
permanent contract has been re- 
cessed until Feb. 16. 

Elsewhere, the Philadelphia Ty- 
pographical Union (ITU) has been 
charged in an NLRB complain' 
with violating the labor law, fol- 
lowing investigation of charge: 
made by attorneys for Philadel- 
phia commercial shops. 

In Seattle, the Post-Intelligencer 
and Times have granted wage in- 
creases of $13.75 weekly to their 
typographers, bringing the week): 
scale to $90 daytime and $3i 
nights for a 35-hour week. Com- 
mercial printers there recentl) 
won a $15 weekly increase after 
a 30-day shutdown, without sign- 
ing a contract. 

Chicago’s ITU local has been 
emphasizing in direct mail pieces 
that while John S. Knight, pub- 
lisher of the News, and the Hearst 
Newspapers have refused wage 
|demands unless aé_ contract i 
signed here, these publishers have 
granted wage boosts in Akron 
and San Antonio without holding 
out for contracts. 


ABC Sets Video Date 


American Broadcasting Com- 
pany expects to have its new Chi 
cago television station, WENER- 
TV, in operation by Sept. 1 at the 
latest, E. R. Borroff, vice-presicden' 
of ABC’s central division, has an- 
nounced. Construction of vide 
facilities has begun at the Civi 
Opera building. 


Moves Dallas Office 


The Dallas office of Wilhe!™- 
Laughlin- Wilson & Associates, 
Houston agency, has moved from 
1319 Young St. to larger quarters 
in the Melba Theater building. 


ers convert into sales, it’s the best mes 
senger for your sales-message. 
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WOMEN’S WEAR DAILY 


ormat for speed 


Since Fairchild Business Papers are primarily news- 
papers, high speed mechanical production is essential. 
Let's show you why Fairchild is big business, and what 
it takes to get the business news to more than 117,000 
subscribers in specialized fields aggregating a fifteen 
billion dollar volume. 


This new building has 32 linotype machines operating 
on three shifts around the clock. Of the 1107 full time 
employees in New York, 347 work in the. composing 
room, stereotyping division, press room, mail and de- 
livery departments; 6 people work in the wire-room, 
gathering and disseminating news from and to all 
over the world; 256 men and women report, evaluate, 
re-write, and edit the news. 


DAILY NEWS RECORD 


RETAILING HOME FURNISHINGS 


We have 254 employees in our domestic out-of-town 
offices and 327 Fairchild news correspondents in all 
countries. 


In a single day — August 14th, 1947 — part of our 
total subscription list received 97,404 papers totaling 
156 pages of Women's Wear Daily, Daily News 
Record, and Retailing. 

In a single week — August 8th to 14th inclusive 1947 — 
Fairchild Business Papers published 14 editions . . . with 
a total of 740 pages and a total press run of 411,200 
copies. And all these papers meshed with plane, train 
and postal schedules. 

This is big business catering to big business getting 
bigger all the time. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3, N. Y. * Phone ORchard 4-5000 


Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS 


FAIRCHILD BUSINESS PAPERS — THE HEART OF THE BUSINESS NEWS 


FAIRCHILD BLUE BOOK DIRECTORIES 
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Nance Describes 
Hotpoint Ad Push 


Cuicaco — Hotpoint’s $5,000,000 
advertising expenditure for 1948 
will aim at “selling the full Hot- 
point line and hitting hard on in- 


dividual products,” James J. 
Nance, president, told the Chi- 
cago Federated Advertising Club 
last week. 

It is important, he said, for Hot- 
point, Inc., to keep its advertising 
schedules as flexible as production 
schedules, in order to match the 
company’s expanded output. 

Speaking on the subject, “Hot- 
point Looks at Advertising,” Mr. 
Nance said that the company’s ad- 


The HOSIERY industry 


RETAILERS * JOBBERS * pre ie o 


only one publicat 


covering this industry exclusively 


KNIT GOODS WEEKLY 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


vertising is composed of consistent 
schedules which cover the wom- 
en’s service magazines, farm pub- 
lications, ‘the shelter group and 
building construction papers, as 
well as the mass market. 

In addition, advertising in dealer 
trade publications stresses Hot- 
point as “the franchise with a 
future” with a full line of 12 
products. 


Agency Builds Own Shop 

Lockwood - Shackelford Com- 
pany, Los Angeles advertising 
agency, has started construction 
of a new office building on the 
northwest corner of Beverly Blvd. 
and Westlake Ave. When com- 
pleted the new office will give the 
agency about 5,000 square feet of 
space. 


Starts Industry Series 
Rode & Brand, New York litho- 
grapher, has begun publication of 
a series of industry surveys, under 
the title “Facts and Futures.” The 
first deals with the frozen food 
field, and the second—now in 
preparation—deals with travel. 


Radio May Okay 
Musicians’ Fund, 
NAB Indicates 


Petrillo War Chest 
‘Out,’ Says Richards; 
Fees Are Considered 


WASHINGTON — NAB’s_ informa- 
tion director, Robert Richards, in- 
dicated in a talk before the Amer- 
ican Public Relations Association 
last week that broadcasters might 
accept some plan which would en- 
able musicians to increase their 
earnings from phonograph records 
and transcriptions played on the 
air. 

He reiterated, however, that the 
benefits must be limited to the 
musicians actually participating in 
the production of records, and that 


a 


Pa ye: 


they could not be used for a “wel- 
fare fund” which “enables James 
C. Petrillo to build a war chest 
for further attacks on our in- 
dustry.” 

Later, Mr. Richards told ApvErR- 
TISING AGE that NAB “‘is studying” 
copyright law changes proposed 
by Rep. Carroll Kearns (R., Pa.) 
which would require broadcasters 
to pay a fee each time a record is 
used commercially. 


Actual Musicians Would Share 


Under the Kearns’ plan, these 
fees could be distributed among 
the musicians producing the rec- 
ords. The AFM is understood to 
be cool toward the Kearns’ plan. 

In his appearance before the 
House labor committee here a 
week ago, Mr. Petrillo tried to 
work up interest in legislation 
amending the Taft-Hartley labor 
law to allow the musicians to re- 
sume the “welfare fund” program 
which had been maintained 
through fees contributed by rec- 
ord makers. 

Mr. Petrillo argued that the rec- 


WATER 


WEAPON 


It takes over after the faucets off. 
It shines up morning faces and after- 


school hands, gently, cheerfully. 


Down in the corner of the towel is its 
trade-mark — the famous cannon. In 
millions of homes, in hospitals, hotels, 
schools, and ships at sea, it speaks for 
its maker, Cannon Mills, Inc. 


What has made the trade-mark so 
well known across the land? A fine 
product, yes. Sound management, yes. 
And yes, directed advertising — now in 


its 27th year. 


N.W. AYER & SON, INC. 
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New York 
Hollywood 


Detroit 
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Chicago 
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Caesar Stands Gat 
Better than V.P.s, 
Congressman Says 


WASHINGTON—Rep. John Lesin- 
ski (D., Mich.) came out of the 
House labor committee’s Petrillo 
hearings last week convinced :hat 
Mr. Petrillo isn’t the only culprit 
in the music crisis. 

Summarizing his impressions, he 
said networks exercise “dicig- 
torial” powers over small stations, 
and that the networks and FCC 
ought to be investigated. 

As to “propaganda” against Pe- 
trillo, the committee’s minority 
leader said: “Comedians on the 
air ridicule Petrillo. If they made 
similar remarks about network 
vice-presidents they’d be blacked 
out and the public wouldn’t hear 
3.” 


ord makers displaced musicians 
who might otherwise have jobs 
with radio stations. He insisted 
that the “welfare fund” should be 
used to the benefit of the “dis- 
placed musicians” rather than the 
profit of the musicians employed 
in making records. 


Promises ‘Two-Count’ Fight 


In his appearance before the 
American Public Relations Asso- 
ciation, Mr. Richards claimed that 
the industry “show-down” with 
Petrillo is part of a “two-count” 
fight for “freedom from oppres- 
sion” on the part of broadcasters. 

He admitted the second part, 
“which might take a hundred 
years,” is the struggle to keep 
FCC out of the programming and 
business aspects of station opera- 
tion. c 

He said the industry can hope 
tv win its fight for freedom from 
FCC “only when it has demon- 
strated its sense of responsibility” 
by adopting a code of self-regu- 
lation. 

Standards for this purpose “will 
probably be in effect before the 
end of this year,’ Mr. Richards 
said. “Listeners will sense the dif- 
ference and become conscious of 
the improvements when they are 
adupted,” he predicted. 


Opposes FCC Bill 


Meanwhile NAB President Jus- 
tia Miller renewed his opposition 
to parts of proposed legislation 
which reconstructs FCC, but re- 
tains the commission’s right to 
| supervise “over-all” programming 
of licensees. 

Commenting on a revised ver- 
|sion of the White bill—S. 133— 
|he said “a representative cross 
section of the industry and the 
-networks” believes this kind of 
| supervisory control “would return 
'radio and the press to the status 
| of England’s licensee newspapers 
‘of the 17th century.” 

His letter to Sen Wallace White 
(R., Me.) endorsed other features 
of the bill which tighten FCC pro- 
| cedure and broaden court review 
'of commission acticns. Separate 
‘network statements to Senato: 
| White also endorsed the proce- 
‘dural portions of the bill, 


It Can’t Be Done 


Judge Miller claims that ‘ex 
/perience has demonstrated tha 
the commission acts, and will co: 
tinue to act before the fact” wit! 
| respect to specific programs. 

| “No small group of men i 
Washington — charged with th 
onerous duties of regulating a vas 
communications system—can pos- 
|sibly preside’ wisely or even in 
telligently over the tastes anc 
needs of the American people i! 


| 


'the fields of information, educa- 


tion and entertainment,” he de- 
clared. 

NAB is suggesting that FCC 
commissioners get a pay hike from 
$10,000 to $15,000. 
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‘«.../l read 


Advertising Age 


to learn more about 


99 


says PHILIP J. KELLY of 


PRODUCTS CORPORATION 


“The advertising business is the most exciting business in the 
world. It’s always on the move and never lies down to permit it- 


self to be studied at repose. 


“It takes a weekly paper like ADVERTISING AGE to 
keep up with this fast tempo. 


“Yes, lread ADVERTISING AGE — to Jearn more about 


advertising, new methods, new trends 


and to keep track of the 
hundreds of interesting people and many friends engaged in 


advertising. 


“A quick look at ADVERTISING AGE every Monday 
morning starts the week off right. Then a thorough reading on 
the train to Scarsdale Monday night draws the advertising pic- 


ture up into sharper focus and helps me do a better job.” 


dvertisin 
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Philip J. Kelly 


Philip J. Kelly, director of advertising and promotion 
for National Distillers Products Corporation, has had 

a broad, interesting and exciting background in 

both the specialty and packaged goods fields. 

During World War I he became one of the first air- 
plane pilots in this country. He has been a Goodyear 
salesman, advertising manager of the Mason Tire & Rubber 
Company, an automotive retailer in Chicago, general 
advertising manager and assistant sales manager of 

B. F. Goodrich, account executive on Seiberling 
Rubber Company for Meldrum & Fewsmith, partner 

in the largest direct mail organization in the east, 
promotion manager at Colgate-Palmolive-Peet, head of 
Carstairs Bros. Distilling Co., vice president of 
Lennen & Mitchell, and director of the Association 

of National Advertisers for several terms. 

He is now secretary of the 


Sales Executives Club of New York. 
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OUR customers may not only be eating 
the food you make and sell...they may 
be eating into your profits too! 


More and more today in the food industry, ~ 


success is becoming too expensive to afford. 


Time was when a food manufacturer with a 
new product could look forward to a limitless 
expansion of his market. And any food manu- 
facturer with a good product could expect con- 
tinuously growing sales at a profitable cost. 


Today, the horizon has shrunk. Today, it 
costs more and more to grow less and less. 
For one of America’s leading food manufac- 
turers, for instance, sales have increased 164% 
in a six-year period, while profits during the 
same period increased by only 64%. 


Competition is one explanation. Hundreds 
more products are fighting for that treasured 
space on the housewife’s kitchen shelf, those 
precious few inches in her refrigerator. 


Penetration of the market is another rea- 
son. The same people are being approached 


by the same manufacturers to buy the same 
food products. And people still eat only three 
meals a day. 


One way out of this dilemma, one way to 
keep on selling more without each sale costing 
more, is to find new markets. 


Not in China or Timbuctoo, but right here 
in the United States. 


What would such a market 
ny be like? It would be big... 
Se millions of people. It would 
consist of good prospects 
... young families with chil- 
dren. It would be prosperous... have the income 
to keep up with its appetite. 


There is a “new” market for food manufac- 
turers that fits this picture exactly. It consists of 
the 2,500,000 young women who are the readers 
of the Dell Modern Group... Modern Romances, 
Modern Screen, Screen Romances. 


Is it new? These young women are just begin- 
ning to form their buying habits. They are just be- 
ginning to become conscious of brands. They are 


just 
far 


ther 
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just beginning to establish their homes, have their 


of age. Can there possibly be better pros- 


, families, settle into their life patterns. pects for food products than young 
They need to, want to be families with young children? 
sold. And the food manu- Are they able to buy? 65% 
facturer who captures their of Dell Modern Group families 
loyalty today, can count on have incomes of $3,000 or over, as compared to 
e it for years and years to come. 26% of all U.S. families who are in this bracket. The 
Is it big? 2,500,000 young women buy the Dell median weekly earnings of Dell Modern Group fam- 
t Modern Group of magazines. Over 6,000,000 read ilies is $73.20, 65% above the national...Truly a 
F them. They are a very special kind of reader. Be- market with the money to satisfy its huge appetite! 
d 3 cause they respond to an emo- If the cost of selling food is becoming higher for 
5 tional presentation of editorial you, if a big, rich, new market can help you to con- 
|. matter, the general run of tinue expanding profitably...then the Dell Modern 
e magazines and the so-called AR Group and its 2,500,000 young wo- 
“service” magazines literally men readers may be the answer. 
= rag iter re Pd “—~ It is certainly worth investigating! 
of cause these magazines are custom-edited for their 
r Cisten, moONs, and Intenants. FH Made 4 WHERE DOES YOUR PRODUCT STAND IN THE FOOD FIELD? 
4 2,500,000 young women simply cannot be reached Send for a free copy of Dell’s 10th Annual Survey of 
through any other type of publication! Homemaking...an authoritative, complete study that 
shows competitive position, breakdown by market areas, 
te Are they good prospects? 61% of Dell Modern age groups, economic class . . . plus the long-range trend 
, Group families have children. More than three- Pichia Cae oy 1a Madiown Aves. 10,6. ¥. 
: £ pany, adison e., ’ 
re quarters of these have children under nine years 


MODERN ROMANCES...MODERN SCREEN...SCREEN ROMANCES 
DELL PUBLISHING COMPANY, 149 MADISON AVENUE, NEW YORK 16 


IIModern Group 
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No Miracles for 
Marshall Adams’ blast at the 
Joint ANA-Four A’s Committee 
on Improving Public Understand- 
ing of Our Economic System 
(foolishly ‘“‘suppressed” by the 
Adcraft Club of Detroit), and able 
Bob Vanderpoel’s comment on the 
“public understanding” advertis- 
ing of Merrill Lynch, Pierce, Fen- 
ner & Beane, raise strangely nos- 
talgic memories in the minds of 
many admen who were old 
enough to vote 20 years ago. 

One gathers that a number of 
people are reluctantly concluding 
that “public relations” alone won’t 
perform any miracles. In fact, the 
whole public relations field seems 
to be in about the same state as 
was the advertising business 20 
or 25 years ago. Then it was ad- 
vertising which had been oversold 
to the point where too many 


people were expecting it to per- 
now it is public} 


form miracles; 
relations. 
Over-enthusiastic 


admen had 


attributed to advertising virtues | 


which it never possessed, inducing 
many to believe that advertising 
could solve any problem or any 
collection of problems. Advertis- 
ing was—and is—a potent instru- 
ment, but it is not a miracle 
worker, and neither is public re- 
lations. 

Both can do excellent work 
when properly and _ intelligently 
handled, but neither one alone, 
nor even both together, can for 
very long sell a product which 
doesn’t measure up to the required 
standard. 

That is why, when the Joint 
Committee’s plan for improving 
public understanding of the eco- 


Public Relations 


| nomic system was first unveiled | 


at the ANA meeting last fall, we} 
said that we were particularly | 
impressed with Phase 1, which is_ 
not really an advertising or pub-| 
lic relations plan at all. Phase 1) 
calls for a vital first step: For 
|each company to put its employe 
‘house in order; to find out what 
"employes don’t like; to discover 
|what their true attitudes toward 
| management are, and to do every- 
thing possible to correct condi- 
|tions that inevitably lead to lack 
of trust in management and strife 
between worker and boss. 

| When existing conditions have 
‘been thoroughly, carefully and 
| impartially studied, and when 
|corrective action has been taken 
wherever such action is indicated, 
then—and only then—can public 
|relations and advertising perform 
a useful, decent function. 

We have said before, and we 
repeat, that nothing of lasting 
value can be accomplished merely 
by talking, or merely by trying 
_to convince the person with an 
honest gripe that he has no cause 
for gripping. You can “treat” 
cancer by trying to convince 
people that cancer isn’t so bad 
after all, or by trying to divert 
their minds to today’s ball game, 
but the more sensible way is to do | 


everything possible to remove the | 
causes of cancer. | 

That doesn’t mean mollycoddling 
all the chronic complainers. But 
it does mean that you’ve still got) 
to have a good and generally ac- 
ceptable “product” before you can | 
really sell it, via public relations 
or advertising or any other! 


Danger Signals Ahead 


Like the small boy who cried 
“Wolf!” too often, prophets of 
gloom are not too popular, after 
a couple of years in which their 
gloomy predictions have proved 
diametrically opposed to the facts. 

For that special reason, it might 
be well to point out, as the vil- 
lagers in the “Wolf!” story learned, 
that successive false alarms do not 
of themselves eliminate the possi- 
bility of danger. To put it bluntly, 
just because all the people who 
said there would be a= severe 
dropping off in business have been 
wrong for two years, does not 
mean that all possibility of such 
a dropping off has been vitiated. 

In fact, there are plenty of dan- 
ger signals on the horizon to in- 
dicate that the dropping eff period 


method. 
may not be too far away. The 
department store sales _ figures 


printed by ADVERTISING AGE each 
week indicate that unit volume 
of retail sales in many lines is 
declining, although price _ rises 
show dollar volume still going up. 
In many areas, accumulated back- 
logs of demand have largely been 
met; in others, that condition is 
rapidly approaching. 

1948 gives every 
(barring runaway 
the year in which the economy 
shakes itself down to something 
resembling normal] operations. 
That does not necessarily mean 
recession or depression. It does 
mean harder, more intelligent ad- 
vertising and selling, fewer frills 
and less waste all along the line. 


indication 
inflation) of 


Aspirants 

We claim that advertising folk 
are pretty bright people, and we 
sometimes think that the brightest 
are those trying to crack the gate. 

Recently three presentations 
have caught our eye. One was 
made by Calvin Valensi, born in 
Athens of American parents, 
schooled in Paris and California, 
subsequently graduating from New 
York University. His presentation 
came on wallboard, skillfully cut 
into a jigsaw puzzle, and each part 
of his life is in a section shaped 
like the state or country in which 
he lived at the time. Very in- 
genious. He wants to work in an 
art department, and he’s had pre- 
vious agency and rule-die manu- 
facturing experience. 

The second came from Norman 
Koolkin, who wants to write copy, 
and is fresh from the Navy with 
some time at Columbia. Koolkin’s 
plan for denting agency closed- 
shop procedure is something that 
looks like a matchbook, and car- 
ries the imprint “The Intangible 
I’s of Advertising.” Instead of 
matches on the inside, it has a 
fold-out presentation of what Mr. 


| Koolkin can do. 


The third is from a bright and 
determinedly anonymous young 


/man, with some agency experience, 


who copied AA’s feature page— 
with our august editorial permis- 


jsion—and is now mailing out a 
|sheet which features 


his own 


'“You Ought to Know,” “Creative 


Man’s Corner” and “The Mail 
Order Man.” As they say Lucely, 


‘no sloth, he. 


Garrulous 

Elsewhere in this issue you'll 
find the guaranteed, Morocco- 
bound thinking on copy. But 


Chevrolet trucks have found one 
of the world’s most talkative truck 
drivers in its recent series, and 
since he is practically the Billy 
Sunday of trucking, he rates hear- 
ing: 


“When I say real heavy-duty | 


value, brother, I mean Chevrolet 
Advance-Design Trucks!”’, says the 
headline, which presumably is the 
cheery beginning of a snappy con- 
versation. 

“Sure, there are Advance-De- 
sign trucks for special heavy-duty 
jobs,” he continues. “Look at this 
one; they tell me there are 107 
different models on eight different 
wheelbases—trucks for all trades.” 

We're skipping a little, but even- 
tually the driver says: ‘Comfort? 
give me the cab that ‘breathes’!* 


It’s Flexi-Mounted—cushioned on 


room—eight inches more seating 
space. Understand there’s 22% 
more visibility, too, and the seat 
is fully adjustable!” 

Besides the fact that the guy 
talks like a skipping typewriter, 
our only complaint is that this 
falls into the too-wonderful-to- 
be-true category. 

We are a little short on truck 
drivers in the circle of our ac- 
quaintance, but from now on 


meet about Chevrolets. For each 


his truck because it comes in 107 
different models on eight different 
wheelbases, or because his cab 


Mounted, or because it has 12 
inches more foot room or eight 
inches more seating space, we 
promise to send the Chevrolet di- 
vision a Rosy Red Apple.*** 
*“Fresh-air heating and ven- 
tilating system and _ rear-corner 


**Use Alemite 
tosis. 

***The Kind with the Shiny 
Scarlet Skin Stretched Taut over 
its Juicy Frame, with 107 differ- 
ent core lengths and seeds that 
breathe. 


if it has hali- 


Jottings 

Among other things, the civil 
war around Kashmir is delaying 
shipments of Kashmir rugs to this 
jian, purchasing agent for F. 
Schumacher & Co. . 


swapping party... 
And 1948 will be the 400th an- 
niversary of the egg noodle... 


cently issued is that of Nat Har- 
ris, who owns the Harem, a Times 
Square nitery. Mr. Harris is so 
confident of Martha Raye, that he 


offered money back to all who 
didn’t laugh. . . 
| Tokheim Oil Tank & Pump 


|Company hands all salesmen who 
|visit its office a printed card of 
|welcome, which notes that “we 
| never forget that members of our 
|own staff are making many calls 
jevery day—just as you are 
to Sd 

| The New York Public Library 
has published an index of the Ed- 
ward L. Bernays Collection on 
|Public Relations, started by a gift 
of $1,000 to the library by the 
| publicist in 1943... 


we’re going to ask the ones we | 


breathes,** or because its Flexi-| 


windows optional at extra cost.” | 


country, according to O. H. Tash-| 


The Dallas Advertising League | 
had an unwanted-Christmas-gift | 


One money-back guarantee re-| 


The following documents may he 
secured without charge from com. 
panies sponsoring them or throug) 
ADVERTISING AGE, by any nationa| 
advertiser or advertising agency 
executive writing on his busines 
letterhead. Address ADVERTISINg 
AcE, 100 E. Ohio St., Chicago 1). 


No. 2986. Advertising Rate ang 
Data Guide. 


_ E. H. Brown Advertising Agency] 
‘has issued the 23rd annual edi. 
tion of its condensed listing o; 
rates, circulation, closing and is. 
_suance dates for general, farm. 
mail order and direct selling 
magazines. The guide also ip- 
cludes newspaper display and 
classified data and radio time rates 
for larger stations and principal 
nets. 


No. 2897. Today’s Woman Insur- 
ance Survey. 


Reader panel members of To- 
|day’s Woman provided the ma- 
terial for this report, issued by 
Fawcett Publications. It contains 
a detailed analysis of insurance 
/ownership by type and by family 
| member. 


rubber. Has 12 inches more foot | No. 2898. 1948 Buying Require- 


ments of Wisconsin Farn 


Families. 

The research department of 
Wisconsin Agriculturist & Farmer 
has prepared this folder, which 
|checks off, in percentages, the re- 
|quirements of Wisconsin farmers 
and their plans regarding building 
and equipment. 


|'No. 2899. Population Character- 
istics of Metropolitan Chicago. 
In this study, the Chicago Trib- 
‘une reports its sample census of 


and every one who says he likes | metropolitan Chicago—the city 


‘and the 225 suburbs within a 40- 
‘mile radius of the Loop—and de- 
‘scribes population characteristics 
in four groups of tables: (1) in- 
\dividuals; (2) households; (3) 
families, and (4) families or 
j/households in which food is regu- 
jlarly prepared and_ served at 
| home. 


|'No. 2900. Statistical Data, Trac- 
tors and Farm Equipment. 
The data in this booklet has 
‘been reprinted by Implement & 
'Tractor from its 10th annual sta- 
tistical number, July 12, 1947. The 
|material includes figures on pro- 
‘duction, sale and distribution of 
farm equipment, with statistics 
for each of the 3,071 counties of 
the U. S. 


No. 2967. Annual Report Adver- 
tising. 

The subtitle of this brochure, 
issued by the New York Times, i: 
“How companies like your own 
put [annual report advertising} t¢ 
work to make shareholders, em 
|ployes and customers into under- 
standing friends and supporters.” 
Examples of ads used by numer- 
ous companies are reproduced 


|\No. 2953. How Pathfinder be- 
came America’s Second Lary- 
est News Magazine. 
Pathfinder has issued this re- 
port, which tells about the grow‘) 
and progress of Pathfinder since '' 
/'was purchased by Farm Journal! 
in 1943. The report covers e«'- 
torial content, circulation, adve:- 
tisers, readership and market. 


No. 2975. How to Hook Men. 

What, in the magazine field, 1)\- 
terests men and why is the su'- 
ject of this brochure, issued 
the Dell Men’s Group. The ma 
terial describes the editorial co! 
tent of magazines in the grou} 
circulation and cost per circula- 
tion. 
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YOU'RE 
ON THIN << 
ICE WITH 
OUT-OF-DATE “FIGURES !” 


4 You need today’s facts 
and figures on Philadelphia... 
America’s 3rd Market 


NR A 


Constant shifts in your business make it vital that 
you are guided only by latest facts and figures. In Philadelphia 
statistics prove THE INQUIRER first in advertising 

and tops in PRODUCTIVITY! 


THE PHILADELPHIA INQUIRER in 1947 car- 
ried more than 28 million lines of adver- 
tising — largest volume ever published by 
any Philadelphia Newspaper in any year. 


NOW IN ITS 15TH CONSECUTIVE YEAR 
OF TOTAL ADVERTISING LEADERSHIP 


Che Philadelphia Inquirer 


CIRCULATION: DAILY...OVER 700,000 @e SUNDAY...OVER 1,000,000 


Exclusive Advertising Representatives 
T. W. LORD, Empire State Building, N. Y. C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco 


eh Ro ORR Sees 
ee rae Dei: ven SE Soe Sem aa 
Bes | asia ieee ee re Bea aa ie . es a SS ag 
ae Bee. eS Sage: ee Be i eae te ee 
rik f ‘ Re eS a aed Kept apt 9 et atten = ties" 
oe ES AO aad eee 2 iy Ae 
1948 tae 56 ke ‘i Wiscig vial ea ai ee “¢ i : ‘oe ae Sty * Baie ey vine ve 2 
; ; . eng Seo. 1 geal aes ee y Wem hor kane ae as : Se Fes, ab neti Mae Sea ete 
: : easy 3, an : on Same ase re See pentose WEEE TREND Fig a i" 
Niet: Soe ae a ag = ae pi ee a peek aie? eo ee 
oe Bs a ae ee eel Sey Ue ee 
3 , See eS ; eee eee an ne a tae ; poe ris ips HONS Bi ey ea Oa Ei Ase Moet Ratan 
f La .....rrtri—<Ct*s*r*st~—i‘COCOQONSCOCO®SC : = ; es ae eS eT eee # ie ts a % gee se Se ee pS a hg oes 
. a seatieseiiaitaiiaiaai cr eT ee as ary set's = tine sal 5 (eS coe ia 
. og SE oO ee Sota ee en ee ee a : ag ee ise es ae, 5h aA 
a gee es a ee Semen se se ae gt ee oN Ate 2 Ba yet ike me : sg 
= a —— ee ee ssipgest amines sascain : shes ee ee 48. ri 
: i w...Lrmrrr—“_es_OS___ yaa 
. — |... . cistteareoraann tates BI ne 
, : . sestaaieaseaamaasaemiaae -. , ernersteaersenmns nam wee , as 
‘A Pe eae ae SOE ae oS ee ss gs anagiee : ’ 
. — ee soci a g mmuaa 
\ Re a ee ‘ 
AY be . ae 
. e eee 
om- BS <— 
ough . oS 
10na] an Venn | 
en CV i = : ‘ 2 i 
ines | oo : 
ISING ee ' 
; ee 
0 11, ; ae 
: i 
_ _ 
edi- : <3 
& of a 5. 
toa | a 
ee “s 
ro aa 
j Ae - 
and Pos 
rat ‘ a ‘ 
Clpal : ae : 
4 Pe 
v 4 ce EY 
Sur- 3 a 
ee ps 
7 3 a 
ib Passes ) 
tains a 
. ee ’ 
—t = a 
maily : oe - 
if Roses a Sa 
x Sg La : ¥ ae i 
i SH : ay 
: 5 oh Bee | 
uire- ‘ be Ba 33 oo 
pegetistctessess: © aad 
arn greet alsa a 
Seiad SSS ONS, Bee 
os nee 
; f : nll so aS eee 
aa " ‘ i eee 
; . ia a 
: as. Pe gee 
= et gees eee ’ ~ a 
= Me i 2 eece sates mints “S ’ ed 
<5 ee eee ot ae eee eae Ses 
— = ase RR Bee: eH aM hoes 
: = A RE SY Aspe Seee®, Sees ot Maesteg ee 
SS. SSS #) Raa itis if esr stag Sis : 
; nate, rc) 2 EES ss han ae ook é 
\\ As #AENS Bg ae _ 
ee! AN ae SS fy Ses chasmaeeagiaee: 3 oe : 
SOY A he ay) SSS asia! fis Meets. he, a © 
Le, ya i, sdiaminat cet. 8 Be Sidages esaeess ose Seas ‘ ae 
pe om . Sy SaaS 2 9s Bee igi: ae 
Fea RY : ay Wy iatseaasts bas H Hf ; & Bah IP ee = 
| 5 ys wr) seragenees ieee Pas oi | ea a 
Le °S, > my i Wis deos7's 23) iy ate be ae | = ° ys * id ! 
pe LN ees ge. tetas Ht, Je = 
pe nth ay PLES VES EOS Haas for) ee: 2 
Pee Vs. Nessa od peep 127777 7) i, hi: = 
s AK . ede erst | RR i: ie 
. Wj oO . Ah, ie 2 tm 
: De. Is a SX is 85:38 Hi fee Po ois ale ue 
ee SE As ™ nit raise estate ae Re a fe 
cae eel eB etesee boscst*? ae Tae , ae , 3 
a i ce p 
‘ m Ri y ea, 52731 CS ges Frees cnsiss as « 4. 
¥ ar i ee is an Se \ . Pos, i " : —— Se B "25, a3 es Be 
i bet ih ig? : ets N AS ae ase: ae $234 : : Le 
a : ae Wi, Bee. SN AS A a te 
a eR Sara ASS aaa lke < 
e - tees a it, ea Reet) » >: —— ere Mart ae c ee me 
| a ~~ : A Maat NY = Gs fa ot gh ast eS ye 
‘ee — 0 4 ee? nail vita er as ae > a o 
oe = Ss ; E a“ \G ba tae ee ag oo aes be 7 
{ oe ae ai vx St - Seas ee, EES Riise me a 
ra bo -ZBR i ll VAN, Aah 2 SS 4 
” bs on ai 7, pes ea le x 
t. i ed M4 7, oe We > ae 1) MM ‘ . ¢ My riety as 8 6hs. sees ce oe 
pas Ay a a ee AY wig i IS a SS RS ic) aes . 
has . if FOP SS hs me y Bi tong SRO Ai Stet esas: *: bes , 
B33 Xp ht a) /* 5 es ai R SA aeey Seerte: ) hi ‘ hee ri ave “i TSS si : 
, fe EE a a * Ri be ; “ES 
es ea GX \ \\i Re a aaa gS Z Ws 4 yr a | or 
aes 3 . y dereee ety th 4 RO ee . Wee: ie . oo 3a =e 
sta- re) i \ \y Fa y BRE os Nye “Sin a a 
as Some We . : hatte, thease sk Be hs, 0 aa ae i 
The ee RS ‘" D\ ay ae 8 Wy ‘& He a NS a Veh Co ea, Ut. NR ae ug 
ee Le a ww Se \a Oy Seen TiN fe. te Pe ted ge 2 ry 7 Rahs oan ee ae ee. ‘ “ 
pro- a a 2 A A\ YY Wasa SPR ihe is act a ! Sa £ S Bion Boe 1 Sard ae ai 
rc H A$ A \\, a ie me BS NOY We 5 ye , > yo Citas meet. Lie Bp — 
n ol : _— s w \\’ Sh \y \) a3 xi SURE 4. NERY oN jo ROO —— 4 
4 cere, Be oe " " . se : . es ¥ Nw Ba «SRS ae ' — 
stics 1 on, SW VINEE. RSE Pee OY Yan — << etn BE aS i | 
; eS Peete | RASA Wt WY id Ages RN | oe ASRS ane (ESS a ae Bastin He ad pa ; 
s of ies . is ee \" KA B\\W a. Aaa ph Spee. oe ARK Ba eae a 2 
2 oe * OS Vee AeA \ eh i Sie RR UCU <: i aa 4 ae 
‘ Fagen ’ Fe. ee eteN 2.\ RD Waa |) a Raa Se PET ro y RR a ae : 
: £ igh wong ae ee ‘ WN Na \ Gas Rett! “SMA Salt dal st oa SS age . tes = 
: a. a ae 1, = \ nee My bo \ rt We ‘. PSS : Be oe 
ss = ee i ee ae se k \ Boo \\o See: NS Bee |S eae DO > a Tae OTS a Soe iw. hice sah 
2 tes Bey} B\aEA\\ a EN: Nap WAM: SSS Siceraaeeeee ee S-. tee yi 
| as BY > ey PAT al “ste Sa Wows Sa i “aaa Avera ROMO SSAWAG|QW Se Se ee = 
id Bi, aaa | Lv m SES: \e an \\ ern SO hows os weeeee \ rns OMY . Ws S nenerrisee pee | es 
8 cs aw Me Le Cee BRO RS Wii ese YD NO \\ SS = ae i 
i: Rees fe gf ars, SEE ee as Mey Oo Se Res \\ Sedma AD A\\\\\Y SS as : é 
ge og be “eo? a zy 1 ie. igor rae Sees. \\iseee \ ven SON ee aeetccs} | \ rece eeeee ae et, \\\ DS o me 4 : 
ee Sl Cw ie. fo wt Se er ¢ Ws we = NN... ay SE Soo SeSN aN EOSIN KY » WY ae a es 
Be & ie Pin 4 es . ssessegate AY ese sam SR N er, SMS LAS NSN eect oil RY WM ests ae a 
2 Qa . . ie AR \\ ees \ Ses, VG SSAA Be ei SS 2 4 
= Pa Oo. » AY Baa \We\eares\ Seca SO RM \\ \\RS \ \\ ee 2 —S See ioe e: 
es Me >. eh > wee Fag X8S\ ibe SSR SSSA \ ee BS ae eas : 
se i A ee fee § a ee san \y a SS NG Bre | sik, Nek aN \\\\ \\\ Ne rine a 3S S55 1 oS . 
: i} e ee | PY OS Rea? AES \ Se SS Ye Ey ican \ Re Sse | ; ee 
ce if > as i | oS fF a \ SES Paar A | TSR SAO ¥ CS: oes . 
é fj Wet A — “eae | eo a | 3 LOE QW YY SSSI Noss ges th Wig: ec tae RES RR \ SS i A 
s f fi \ NN, bi ~ ia aes i. a eo Pa tara a\\\\ SSPE WSs Sesesce ss! peas ee THs seca ae K Nei 783 SSS Say eas ae 
e ‘ j j : es %, Be , Nea ra het wor ie Me 4 else ws ve Sesto: oe WY <b ne SS SS gotete: S328 ota oa : i, ES : Se ys S852: SS Sesese!' se: 4 hal 
: fi 8 Ve _ 4 a * it WRAY AN SSN CDR] is, ot tate Hyannis SA NS SF 4 . F 
: hi iG ‘ @ > ~womngg 1% “sg / Ss BQ SAE Yk = NN a "ec My aes Reisen SSa8 pe8 
if 3 ty ae _ >a fap ey GOS \N RRR ~ SA or Bay ; NES =: ae is 
"ect i ee ¥ * a  / S . SSS URS AY CENA Ce Beco MR 3a Xs BOI : ae 
: om & Vk \ 4 Y # SARRA GEL HK is Bergen KSEE FF 
fc Lie ae Nee \ % NY : \ Rg SN SRY Oa Soa ay SSS 4 a 
; LP? Cte eS ; N i: SAE | : eg a SS ae is 
: Se Prine a al Ste, = NY sti. te a See che Sette. \ os Niece s a >! ] - 
Be Brande “aa eR | ar \ MM MSs Se Ste Wy Bees ai aoa Se See 
$C- a Sn op Rae 6 é » soe \ vs eet bose: Ns ws Se AY Niece BMne + ue 3 es a . 
' “pig a ag ae err ee Reccwcwenaee Shamed os 4.3 ae 3 cea ee oe > ~ SEATS TES \ A) iS x ; 2 
ard- Psd Bs se ie Wes ee Stat eae ie aoa canst son Sy si G a3 in FS Sh. a | So Seo <n > SS * i j a 
semen ll caaameaiaieanaaia . 338 = ae SSS Shy = S — 2 
es ee _ "REA - , S ee : Gs 
se eee ee ———— : N S i ae 
e- LER Sees . oo see at escort ; me, Whe : 
Vv tn ———— ee be ame eS ee meneame emma AD Cx ». 
ees Si ee ene pe FE Te . > Re ; : . o 
. CESS OO OSS tome | , % 
LO ME Le a ee ; : 
a | P H IA 5 es ee , es, , 2 
=  pHiLAne eee eS , 
_ Pie? % F 
“a th erers THE ea 8 ; 
« ‘ 
Py quirer 
_ In- : Th 
sub- —oyl 2 
- el : 
ma eee 
col 
oup, 
ula ° : 
:, 
« ox =A r 


- 


14 


American Central | 
Kitchens toGet | 
$1,000,000 Push 


CONNERSVILLE, INp.—About $1,-| 
000,000 will be spent for advertis- 
ing this year by American Central 
division of Avco Mfg. Corporation. 

To promote its American Kitch- 
ens, the division will put nearly | 
$500,000 into magazine, farm pub-| 
lication and business paper adver- 
tisements, C. A. Reinbolt Jr., ad- 
vertising and sales promotion 
manager, disclosed. The 50-50 
dealer cooperative newspaper 
drive will produce $1,000,000 of 
advertising for 6,000 franchised 
dealers. 

Full-color ads on the kitchen | 
units will appear in American) 
Home, Better Homes & Gardens, 
Collier’s, Country Gentleman, 
Farm Journal, Ladies’ Home Jour- | 
nal and Progressive Farmer. Also | 
scheduled are Architectural For- | 
um, Electrical Merchandising, | 


Plumbing & Heating Business, 
Plumbing & Heating Journal, 
Practical Builder and Retailing 
Home Furnishings. 

The ad campaign is being mer- 
chandised to dealers through a 
large brochure, reproductions of 
the color ads and use of them in 
elaborate ‘“stagettes’” in dealer 


\show windows and on their count- 


ers. The ads feature the “Plan- 
A-Kit” kitchen planning device 
developed by American, and free 
offer of planning service through 


dealers. 

Dealers have been required to 
pledge to maintain complete 
American installations for demon- 
stration purposes, to have their 
salesmen take the American sales 
training course, etc. 

Ruthrauff & Ryan, 
handles the account. 


hints on interior decoration, over 
208 ABC stations for 13 weeks, 
starting March 6. The show, which 
will plug Moore paints, will be 
|heard Saturdays at 10 a.m., EST. 
St. Georges & Keyes, New York, 
is the agency. 


Chicago, . 
5° Radio Sales Moves 
Sree CBS’ Radio Sales, radio station 
. : ’ representative, has transferred its 
Takes ‘Home Beautiful southern office from Atlanta to 63 
Benjamin Moore & Co., New/|South Main St., Memphis. .H. H. 
York, will sponsor “Your Home | Holtshouser will continue as man- 
Beautiful,’ music mixed _ with|ager. 


Advertising Age, February 2, 1942 


Three Name Ritter 


The Penrod Company, Electro. 
con Corporation and Perez Reg 
Company, New York, have ap. 
pointed the Philip Ritter Company 
New York, to handle their adver. 
tising. 


Weiner Gets Spiro’s 

J. J. Weiner Advertising Agency 
San Francisco, has been appointe; 
to handle the account of Spiro’s 
Inc., San Francisco sporting goods 
firm. 


St 


) WELL) KIT 
Trepetti 


YANDARDOPRE 


HOME [HALL( 


These useful Kits — con- 
taining convenient tools 
for making repairs around 
the home, office, farm and 
automobile as well as 
model building and hobby 
crafting—are constant re- 
minders of your products 
and services . . . and your 
prospects, customers and 
workers will keep them 
always available. Tools are 
of high-grade alloy steel 
... handles are of durable, 
bright red plastic. Al 
tools are housed in hollow 
handle — and kits are in- 
dividually packed. Han- 
dles can be imprinted . . . 
with your name or trade 
mark ... at nominal cost. 


Write for descriptive liter- 
ature, state your require- 
ments, also wording of 
imprints. Quotations will 
be sent promptly. 


Over 45 Years in Business 


STANDARD PRESSED 


STEEL CO. 
is 


JEMRINTOWN, PA. Box 


THE IRON AGE 


* HARDWARE AGE « DEPARTMENT STORE ECONOMIST * 
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BOOT AND SHOE RECORDER + THE OPT!CIOURNA! 


COMMERCIAL CAR JOURNAL ¢ THE SPECTATOR LIFE INSURANCE IN ACTI@! THE ‘ 
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Art Directors 
to Start Annual 


ap- _ = 
«ff Exhibit June | 
New YorK—The 27th annual 
national exhibition of advertising 
and editorial art sponsored by the 
Art Directors Club will be held at 
ney the Grand Central Galleries here 
nted# june 1-19. Closing date for en- 
TOS ME tries was Jan. 31. 
0ods i The 1948 show is divided into 


two major divisions, advertising 
and editorial. Under both there 
are sections for design of complete 
unit and art. Arthur T. Blom- 
quist, chairman of the exhibition 
committee, expects 1948 entries to 
exceed 1947’s record-breaking fig- 
ure of more than 7,000. 

Award winners will be an- 
nounced at a luncheon at the Wal- 
dorf-Astoria Hotel June 1. There 
will be 10 Art Directors Club gold 
medals and the Kerwin H. Fulton 
award for 24-sheet posters. The 


exhibition is open to art directors, 
artists and photographers through- 
out the country. 


.7 a 

Drops ‘Sunday Hour 
Musical Digest, which has in- 
creased its circulation from 400 to 
50,000 since going on the air, is 
discontinuing the “Sunday Eve- 
ning Hour,” featuring the Detroit 
Symphony Orchestra over ABC 
because of contract difficulties. 
Henry Reichhold, who owns the 
magazine and controls the or- 


chestra, was unable to come to 
terms with the American Federa- | 
tion of Musicians, which asked a} 
commercial rather than a _ sus-| 
taining rate for performances on 
the program. Kenyon & Eckhardt, 
New York, is the agency. 


Agency Names Kimball 


W. S. Kimball Jr., formerly ad- 
vertising manager of Aviation Ac- 
cessories Corporation, has been 
named an account executive of 
Jim McMullen Advertising 
Agency, Fort Worth. 


| stop penalizing 
ability! 


Today's problems, national and international, demand 
that America make full use of her most able productive 
brains. But precious managerial and executive ability is 
being discouraged and penalized by taxes restrictive 
and confiscatory! The old-fashioned idea that everybody 
‘profits when a premium is paid on brains is dismissed 
with a sneer and a cry of "'reactionary!'' Old-fashioned 
talk of pay according to ability" is replaced by thought- 
less, even malicious, harping on "tax according to abil- 


/ CHILTON 


ity to pay.” 


We, at Chilton, believe that, for the good of all, there 
should be a quick return to a system that assures higher 
rewards for greater ability and productivity ... a return 
to the philosophy of taxes for revenue only. We believe 
that it's time to stop penalizing ability; time to effect a 
revision of tax laws on a long-range basis, so that indus- 
try can plan to provide more and more jobs in al/ cate- 
gories on a basis of pay according to ability. 


CHILTON COMPANY (Inc.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


100 East 42nd Street 
New York 17, N. Y. 
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MANE 
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It is an 84 year old viewpoint at 
Manz that the purchase of sales 
promotional printed matter means 
that the purchaser has established 
a well defined purpose for its use. 


With this point of view we recog- 
nize that the achievement of objec- 
tives depends upon mixing creative 
co-operation with a high standard 
of printing quality. 

Whether it’s a complete direct 
advertising campaign or a small 
run of folders our viewpoint is in- 
variable. 


Entirely within our own organi- 
zation every creative and produc- 
tion phase of successful sales 
promotional printed matter comes 
under the direct supervision of 
men expert in specialized fields. 

Ideas are based upon sound find- 
ings. Ascertainment is the only as- 
surance of satisfactory idea per- 
formance. 

Mechanical production: — Manz 
were the first to make half-tones 
west of New York. The first to in- 
stall multi-color presses. Every 
Manz department — Engraving, 
Printing, both letter-press and off- 
set, Ink making, Typesetting, 
Binding — all operate up to a sin- 
gle rigid standard of quality under 
single responsibility. 

Considering first cost Manz is 
not the cheapest place to buy print- 
ing but by the measure of results 
against cost Manz delivers a dollar 
value unequalled in the industry. 
No company could operate through- 
out 84 successful years unless the 
delivery of high dollar value was 
its steadfast practice. 

“ANY SIZE JOB IS A MANZ SIZE 
Jos” is more than a slogan. It is 
an indication of the Manz point of 
view as it relates to jobs from the 
smallest to the largest. We see the 
job from the customer’s side of the 
desk. The solutions to his problems 
are based upon a mixture of his 
knowledge of his products and his 
markets with our knowledge of our 
products and their uses. 

One word from you will bring 
a Manz man who has a thorough 
knowledge of the designing and pro- 
duction of Annual Reports, Anniver- 
sary Brochures, Catalogs, Folders, 
Direct Advertising Campaigns, La- 
bels, Displays and the various 
printed items which make up any 
part of your sales effort. If you 
are not ready to discuss your print- 
ing needs let us send you examples 
of work appropriate to your busi- 
ness and to your requirements. 


ny Size Job us 


a Mun, Size Sob 


MAN 


CORPORATION 
4043 Ravenswood Ave. 
Chicago 73, Illinois 
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Britannica Sales Up by ; ion’ 
gy Se peering « Britannica, Chi-| American Legion 
cago, last year had its largest sales | 
—" of record, 26.1% over 1946, | to Change Format 
. C. Schoenewald, vice-president | : 
with July Issue 


= gone of — end ees | 

e reveale? that two-thirds of | ; , 
new owners of Encyclopaedia Bri- | NEw York — American Legion 
tannica sets, and three-fourths of |M@gazine will effect a number 
new ‘owners of Britannica Junior Of changes when it shifts from 
sets, have incomes of less than|Cuneo Press in Chicago to the 
$3,500 a year. (C. T. Dearing Printing Company, 

repeat | Louisville. 

Promotes Sentinel Line Editorial content will be 
Ingraham Company, Bristol,|trimmed to meet the every-day 


Conn., will launch a new drive for 
Sentinel clocks and watches with 
full and half pages in Life, Look, 
The Saturday Evening Post and 
business papers. The agency is 


needs of its readers, the page size 
will be moved up from its present 
834x10% to 8%x11% (type page 
will be the same, 7%x10), the 
magazine will be set in Textype 


Ruthrauf & Ryan, New York. instead of its present Bodoni, and 


paper stock will be altered. Forty- 
three pound machine coated stock 


FRE increase reader- 
with Lappin ane will be used instead of the 40- 
ag gy pound English finish stock now 


Nothing like them any- 
where. 100 new subjects 
monthly. Mat or Glossy 
Print plan at low cost. 


used. 

Other planned alterations in- 
clude the full-color combination 
section of editorial and advertis- 
ing material, which takes the place 


of former insert pages which con-, 
sisted of advertising only. Two- 
column, four-color space will also 
be sold in this section, as well as 
full pages. There will also be a 
two-color rotogravure section. 

The magazine will shortly an-| 
nounce new mechanical require- 
ments. James F. Barton, director 
of publications, says that the 
circulation is guaranteed at 3,- 
000,000 copies and “we anticipate 
no immediate change in space 
rates.” Last Legion rate increase 
was in July, 1947, based on 3,000,- 
000 circulation. 


Names Gilbert Agency 


Harold & Harold, New York, 
manufacturer of leather products, 
has appointed the Norman S. Gil- 
bert Company, New York, to 
handle its advertising. 


Bolte to ‘This Week’ 


Allan Bolte, formerly advertis- 
ing manager of Tampax, Inc., has 
joined the eastern sales staff of 


|This Week Magazine, New York. 


“THE FORM will be ready at noon. Ship two 
plates today. We are a day behind closing date.” 


We often receive an assignment of this nature 


and we perform it because a customer 


ble. However, to make shipment in 


is in trou- 


so brief a 


period, some skimping must be resorted to in 


various steps of production. Moulding may be 
speeded, plating time shortened, or finishing less- 


ened. And an electro made under such conditions 


costs no less than the better plate produced with- 


in the normally required time. 


We realize emergencies will occur but our cher- 
ished wish would be fulfilled could they be avoided. 


PARTRIDGE & ANDERSON COMPANY 


ELECTROTYPERS + NICKELTYPERS «© MATRIX MAKERS ¢ 


STEREOTY PERS 


TELEPHONE: 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


HARRISON 3732 


The Standing Committee of United States Broadcasters at the 
United Nations recently elected John MacVane, chief of NB«’s 
United Nations bureau, chairman of the committee, succeeding 
Wells Church, CBS director of news. . . C. W. Fuller, advertising 
director of Street & Smith Publications, New York, has received 
the Miami Fashion Council’s annual award. . . 

Eight Zenith employes, including E. F. McDonald Jr., pres., and 
Karl E. Hassel, a founder and now assist.v.p., received Tri-Compax 
Chronograph wrist watches from the company in recognition of 
long service and individual contributions. . . Working hard on Cook 
County’s $750,000 goal in the March of Dimes campaign are Kings. 
ley L. Rice, of Technical Publishing Co., and Aran Drey, of the 
Lawrence H. Selz Organization, who are heading the exec. comm, 
in the publishing and advertising field. . . 

Bruce Barton, BBDO chairman, has left blizzards behind him in 
favor of his annual stay at his winter home in Arizona. . . Ivan M, 
Annenberg, circulation dir. of the New York Daily News, will direct 
the news dealers and distributors division of the nationwide $250,- 
000,000 drive of the United Jewish Appeal for overseas relief and 
reconstruction. . . 


ADDS A MEDAL—General Dwight D. Eisenhower receives the congratulations 

of Poor Richard Club President Harry L. Hawkins, business manager of the 

Philadelphia Bulletin, after receiving the club's annual Gold Medal of Achieve- 

ment. The ceremony took place in Philadelphia on the 242nd anniversary of 
Benjamin Franklin's birth. 


Paced by Pres. B. H. Ritter and Gen’l Mgr. Harold Shugard, 
eight top execs of the St. Paul Dispatch & Pioneer Press are serving 
on committees of a total of 64 St. Paul and state civic organiza- 
tions. . . 

Richard D. Crisp, market research director of the Tatham-Laird 
ad agency, Chicago, is the author of “How to Reduce Distribution 
Costs,” to be published in April by Funk & Wagnalls. . . Gordon 
Daline, partner. of Olmsted & Foley, Minneapolis, keeps busy in 
his off-hours thinking up parlor-game ideas. He’s developed and 
sold numerous games throughout the country. . . 

Sally Gannett, daughter of Frank Gannett, publisher of the 
Gannett Newspapers, was married in Rochester, N. Y., Jan. 31 
to Charles V. McAdam, of Greenwich, Conn. . . Martha Percilla, 
head of fashion promotion for Abbott Kimball Co., New York, was 
married a couple of weeks ago to Walter J. Harris, sales mgr. of 
the Soo Woolen Mills, Saginaw, Mich. . . 

Al M. Lane, a member of the ad staff of the News and Record, 
Greensboro, N. C., for the past 25 years, was honored by P. T. Hines, 
gen’l mgr. of the papers, at a dinner celebrating Mr. Lane’s 70th 
birthday. . . 

“Time in the Timber,” a fascinating book of reminiscenses of 
life in Minnesota logging camps 20 years ago, has just been pub- 
lished by the Forest Products History Foundation of Minnesota 
Historical Society. Its author is Chet Oehler, western research 
director of BBDO, who recounts his experiences as a camp clerk 
during the summer following his high school graduation. . . 

James M. Cecil, president of Cecil & Presbrey, has been a busy 
man lately. On Jan. 10 he was married in New York to Eileen 
Stuart, former advertising director of Harry Winston, New York 
jeweler, and he was recently named general chairman of the 1948 
Red Cross Fund of Greater New York... A testimonial scroll ha: 
been presented to Carl J. Burkland, gen’! sales manager of CBS 
Radio Sales, by the Washington Board of Trade... 

The National Committee of Rat Control has named William B. 
Taylor, v.p. of William Esty Company, vice-chairman. .. Rober 
Saudek, ABC v.p. in charge of public affairs, was the principa 
speaker at the Detroit Alumni Club dinner meeting of the Harvard 
Business School last month... 

Under the leadership ot Sigmund Gottlober, publisher of Nationa! 
Concert magazine, the support of New York City’s 100 foreign 
language newspapers was sought in the January March of Dime: 
campaign. .. Dr. Leon Levy, president and general manager o 
WCAU, Philadelphia, received a citation on behalf of his statior 
from the Navy “for service rendered to the U. S. Naval Reserve 
in 1067. 4... 

Lou Wilhelm, sales mgr. of Payne & Faust, Portland, Ore., is said 
to be the only sales manager in the city with radio telephone equip- 
ment in his automobile. .. Harold Cabot, pres. of the Boston agency 
of that name, is vice-chairman in charge of public information for 
greater Boston’s Red Cross fund drive. . . 

Bruce W. Brown, pres., and Bryant Venable, v.p. of Venable- 
Brown Co., Cincinnati, were hosts at a cocktail party for employes 
and clients to celebrate the agency’s 20th anniversary. .. Howard 
Lamade, publisher of Grit, Williamsport, has been elected to serve 
another term as a trustee of Pennsylvania State College. . . 
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Publicity Releases 
Crowd Editors’ 
Baskets: Githens 


New YorK — What happens to 
the publicity handout, or, one 
month in the life of an editor’s 
wastebasket, was discussed by 
perry Githens, editor of Popular 
Scie: ce, before a recent luncheon 
meet ng of the National Associa- 
tion of Public Relations Counsel. 

Assisting Mr. Githens in his dis- 
position of the publicity release 
was what he termed a “close pro- 
fessional associate of mine... an 
able assistant sitting all day at the 
editor’s very elbow—the editor’s 
wastebasket.” 

When Mr. Githens’ very own 
waist-high wastebasket was 
emptied on the floor in front of 
the speakers’ table, it was found 
to have contained 922 individual 
press releases, just as received 
during the month; “just 44 pounds 
of dead paper—the stuff we could 
not use, and did not save,” com- 
mented Mr. Githens. 


‘No Good to Us’ 


“Some of the stuff in this pile 
is perfectly good material, but not 
for Popular Science,’ he ex- 
plained. 


ebruary 


good, I mean no good to us. . 
that goes for all publications . . 
all have special needs.” 

“But most of this should never 
have been sent out in the first 
place because it is bad in terms of 
any publication. Good publicity, 
in my book, is a legitimate ex- 
tension of good journalism — that 
means it must have the qualities 
of good journalism, it must be 
news, honestly reported and intel- 
ligently presented,” Mr. Githens 
said. 

Thumbing through some of his 
discarded releases, Mr. Githens 
quoted such notations found on 
them as “Any publicity will be 
appreciated and later on, if con- 
ditions warrant, maybe we’ll be 
able to get together for some ad- 
vertising,” and “If material ex- 
ceeds 500 words in length please 
let us check the story for accur- 
acy.” 

“As an editor I am depressed 
and angered by such stupidity and 
as a former public relations man 
I am worried because publicity 
handouts are the only public rela- 
tions contact you have with most 
publications,” Mr. Githens con- 
cluded. 


Lang & Co. Expands 
in Food Field 


Lang & Co., Seattle, manufac- 
turer of salted nuts and other 
food products, and formerly a 
wholly-owned division of National 
Grocery Company, Seattle, has be- 
come the top holding company in 
an organization of manufacturing 
and wholesale grocery companies 
operating in the Pacific Northwest 
and Alaska. Other divisions in- 
clude Greene-Winkler Company, 
Seattle, manufacturer and distrib- 
utor of restaurant and hotel equip- 
ment; National Grocery Company, 
and other wholesale firms in Se- 
attle, Yakima and Bellingham, 
Wash. 

Lang will continue to produce 
the Reliance brand of coffee, tea, 
spices and extracts, the -Gold 
Shield brand of products, and its 
wi line, which will be expanded 
is month with a five-cent bag 
!-alted peanuts. Pacific National 
Advertising Agency handles the 
account. 


Elects Three Directors 


‘hree new directors elected to 
‘ht board of Time, Inc., New York, 
arr Charles L. Stillman, vice-presi- 
_ t and treasurer of the company; 
‘ul G. Hoffman, president of 
St idebaker Corporation and chair- 
mn of the Committee for Eco- 
l¢mnie Development, and Howard 
Bl ick, vice-president and sales di- 
‘e tor of Time, Inc. 


“So when I say that this 
or that piece of publicity is no) 


, 1948 


Joins Petry & Co. 


Jose di Donato has been ap- 
pointed director of television for 
Edward Petry & Co., radio station 
representative, New York. He left 
Doherty, Clifford & Shenfield to 
take over his new job. 


Moloney, Regan Elects 


George J. Auer, sales manager, 
and Charles G. Burke, Pacific 
Coast manager, have been ap- 
pointed vice-presidents of Moloney, 
Regan & Schmitt, New York, na- 


tional advertising representative. 
Samuel L. Schmid, salesman, has 
been elected to the company’s 
board. 


Names Segar Agency 

Roscoe Segar Advertising 
Agency, Portland, Ore., has been 
named to handle-the forthcoming 
advertising campaign of Pacific 
Machinery & Tool Steel Com- 
pany, Portland, manufacturer of 
tool, alloy and_ special steels. 
Business papers and newspapers 
will be used. 
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Wyler Plans New Drive |Names Young A.M. 

Wyler Watch Company, New Russell Young, part owner and 
York, will begin a new drive|/publisher of the free-distribution 
breaking in Life in April with| Seattle Home News for the past 
quarter pages. The company will} two years, has been named adver- 
also use farm publications during|tising manager of the Seattle 
1948. Agency is Walter Weir, Inc.,|Times, succeeding Leo Sharkey, 


New York. |who has retired. 


Who the HELL is 


He’s an agency head who will point out 
several mass-selling fields wide open for 
new advefttsing ideas. Just watch! 


Gee Ge .. 4 42 3 Advertisi Age 
100 E. Ohio Street, Chicago 11, Illinois 


He's an agency head who will tell you a 
success secret now being overlooked in 
Next week! 


J Who the HELL is 


packaged goods field. 


Ben GRO. . « os Advertising Age 
100 E. Ohio Street, Chicago t1, Illinois 


there's a reason 


for living ! 


A brand-new Mr. takes a brand-new Mrs. 


Get your foot over the threshold with them. 


into their first home! 


Sell your home-furnishings 


merchandise to this happy couple (and thousands like them) 


through the pages of their homemaking guide . . . 


~The magazine for smart young homemakers 


A Street & Smith Publication, 122 East 42 Street, New York 17 
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MOST of the important 


men in America are sports- 
il men...and more of them 


read SPORTS AFIELD 


than any other sportsmen’s 


al2 


magazine. 


ion a 


*A sportsman with an appreciation of the finer 
things of life—and the leisure and means to 
enjoy them. 


ee ae 


For instance, a recent survey shows that Spend- 
o-crats not only own 40% more automobiles, 
but actually drive them 36% farther. To sell 
automobiles ...sell Spend-o-crats. 
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What progressive business doesn’t? 


You'll find a rich and receptive market 
in Memphis and the Mid-South. 


Let WMC make your job easier in this 
fast-growing TWO BILLION DOL- 
LAR MARKET CENTER! 


= 
> 


FIRST IN MEMPHIS ‘year after > 


year ACCORDING TO HOOPER 


= 
Affiliate 


Ore 


ustomers? 
W M C most ae oe: most” 


MEMPHIS » 790 KC 
5000 WATTS DAY & NIGHT 


the first FM broadcasting 
W M -F Mi station in Memphis and 
the Mid-South 


OWNED AND OPERATED BY THE COMMERCIAL APPEAL $10,000 GIFT—Making it possible for the Society of Illustrators to launch its 

scholarship fund is the $10,000 check being presented by Fairfax M. Cone (left), 

NATIONAL REPRESENTATIVES—THE BRANHAM CO. chairman of the executive committee of Foote, Cone & Belding on behalf of 

the agency to (left to right): Arthur Hawkins, scholarship committee chairman, 

and Albert Dorne, president of the society. Emerson Foote (right), president 
of the agency, looks agreeable. 


Here’s a business beacon that will guide prospects 
to your dealers or outlets. It’s called Trade Mark 
Service in the Classified section (‘yellow pages’) 
of telephone directories. 


Trade Mark Service is just this: your trade-mark 
or brand name is displayed at the proper classifica- 
tion of your business in the directory for each com- 
munity where your product is sold throughout the 
nation. Under it, appears a list of your local outlets. 


It’s a proven method of making national 
advertising more effective... of insuring 


brighter sales prospects. 


For further information, call your 
local telephone business office. 


Presents $10,000 
to Illustrators 
for ‘48 Awards 


New YorK—Foote, Cone & Bel- 
ding has awarded $10,000 to the 
Society of Illustrators to under. 
write its 1948 National Scholar. 
ship. Competitions. The “Spirit o! 
Public Service” forms the over-al! 
theme of the coming competitions 
which will enlist students fron 
more than 30 colleges and ac- 
credited art schools. 

Four subjects have been selected 
by the scholarship committee 
headed by Arthur Hawkins, for- 
mer president of the Art Director: 
Club. They are “American Heri- 
| tage,” “Cancer,” “Tuberculosis’ 
| and the “Greater New York Fund.” 
The Greater New York Fund pro- 
vides the subject for the annual 
competition among art students in 
greater New York high schools. 

Each school will select its own 
illustration winners and _ thei! 


work will be entered in the na- 
| tional competition and art show t 
be presented in the society’s gal- 
| leries next April. The scholarshi 
/awards will be the same for al 
| three classes. First prize will be 
$1,000, second prize $500, and third 
| prize $200. The winning illustra- 
| tions will be used as actual adver- 
_tisements by the organizations co- 
| operating in the competitions. 


Ranking Reelected 
by Ad-Publishing Club 


W. Parkman Ranking of Red- 
book, New York, has been re- 
elected president of the Syracuse 
University Advertising and Pub- 
lishing Club of New York. Othe 
officers reelected were Raymond A 
Helsel, Conde Nast Publications, 
vice-president, and Florence Fei!e! 
North American Newspaper Alli- 
ance, secretary. 

James H. Fuller of Charles FE 
Cooper, Inc., was elected treasure! 
and Jacqueline St. Clair, of U. § 
Steel, corresponding secretary. 


Named Ad Manager 


of Frankfort Distillers 


Ralph W. Reese, formerly m:'- 
ager of the international divis°! 
of Young & Rubicam, New York. 
has been appointed advertis 8 
manager of Frankfort Distil 
Corporation, New York, where ‘¢ 
will be directly associated with J 
Baxter Gardner, Frankfort’s vi 
president in charge of advertis: 8 
and sales promotion. 

Mr. Reese had been associa’ 
with Young & Rubicam for 
past 14 years. 


Willys Boosts Lakin 

Jack R. Lakin has been nam! 
general sales manager of the dro? 
| forge division of Willys-Overla 
|Motors, Toledo. He joined t!° 
}company in 1942 and most r‘- 
cently was on special assignme!'! 
|for the domestic sales division. 
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Calvert Head Hits 
College Business, 
Marketing Courses 


LOUISVILLE — College marketing 
and business administration 
courses “stifle the imagination,” 
w. W. Wachtel, president of Cal- 
yert Distillers Corporation, told 
the Louisville Advertising Club 
at a recent meeting. 

Moreover, the college courses 
do not teach how to sell, do not 
teach the correlation of marketing 
functions and do not teach stu- 
dents how to talk effectively on 
all occasions, he said. 

These failures are crucial, he 
asserted, because “the coming dis- 
tribution challenge to American 
business will be so great that it 
will require the all-out efforts of 
both business and education to 
overcome. Education must as- 
sume the role of teaching business 
how to sell ideas, which in turn 
move goods.” 


More a Challenge Than Ever 


The return of a buyers’ market 
may be even more of a challenge 
than ever before, he declared, be- 
cause of the increased production 
facilities now in existence. Busi- 
ness executives must “pay closer 
attention to the careful prepara- 
tion of advertising copy and the 
selection of media, particularly 
the nation’s newspapers, which 
are the keystone of any sound ad- 
vertising program.” 

Business men must also concern 
themselves with markets and mer- 
chandising procedures, and must 


maintain closer contacts with edu- | 


cational institutions. Object of the 
latter is to be sure that America’s 
future business leaders are more 
adequately trained in the require- 
ments of business. 

“America’s business is business,” 
he said, “and men make markets, 
provided that they are thoroughly 
schooled in the basic principles of 
distribution. Our universities have 
made excellent progress in the 
direction of preparing our future 
business leaders, but much still 
remains to be accomplished.” 

“Remember,” he concluded, “it 
is not production that made 
America great ... it is selling 
that made production great.” 


Wholesale Dry Goods 
Group Elects Officers 


At the conclusion of the 21st 
annual convention of the Whole- 
sale Dry Goods Institute held in 
New York, a meeting of the board 
of directors was held to elect the 
following officers to serve on the 
executive committee during 1948: 

L. J, Carleton, president of the 
L. J. Carleton Company, Man- 
chester, N. H., director of Zone 1; 

. B Campbell, president of 
Guthrie, Morris, Campbell Com- 
pany, Charleston, W. Va., director 
of Zone II, and S. J. Markovitz, 
treasurer of Markovitz Brothers, 
Philadelphia, director of Zone XI. 
Also serving on the committee are 
the six directors-at-large elected 
by the general membership: F. A. 
Thomas, president of the insti- 
tute, R. M. Adair, Glenn R. Vine- 
yard, J. D. Peters, W. E. Long 
and Henry Matter. J. H. Buys, 
treasurer of the institute for the 
bast 11 years, was reelected. 


‘ 7 * 
American Family’ Out 
Copies of the initial 72-page is- 
sue of American Family, new 
nonthly magazine published by 
\merican Family Publishing Cor- 
ration, Chicago, have been 
laced on sale in Independent 
rocers Alliance stores through- 
it the country. John W. Mullen 
president and publisher of the 
firm. 


ee Be 


Gets Fur Account 


Schedules Electric Show 


The Texas Electric Service Com- 
pany for the third year is spon- 
soring the Texas Electric Show at 
the Will Rogers Memorial Coli- 
seum and Auditorium, Fort Worth, 
April 25-May 2. 


Names John McKee 


John J. McKee, formerly man- 
aging editor of the Bulletin Index, 
Pittsburgh, has been named man- 
aging director of Public Relations 
Research Service, Inc., Pittsburgh. 


Miles Joins Shivell 

Charles T. Miles, formerly pro- 
duction manager of Sterling Ad- 
vertising Agency, New York, has 
joined Kirk B. Shivell, Inc., 
Ridgwood, N. J., in the same ca- 
pacity. 


BSF&D Ups Adriance 


William A. Adriance, who has 
been with Brooke, Smith, French 
& Dorrance, New York, as an art 
director for the past 22 years, has 
been appointed vice-president of 
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serve in the selection and pur- 
chase of art and photographic ma- 
terial required by the Detroit di- 
vision. 


the agency in New York and De- 
troit. He will continue to direct 
the art department activities of the 
New York division but will also 


tor quality 


LAURENCE, ING. 
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pacity eagiay 


FRanklin 0640 


Maximilian Furs, New York, has 
amed Hixson-O’Donnell Adver- 
ising, New York, to handle its na- 


ional fashion magazine advertis- | 


ing. 


PRODUCT 
ACCEPTANCE 


NEW YORK OFFICE 
572 Madison Ave., New York 22, N. Y. 
Wickersham 2-2800 


WESTERN OFFICE 
326 West Madison St., Chicago 64, lll. 


READER 
ACCEPTANCE 


About the only reason a manufacturer has for spending his advertising 
dollars is to increase sales by building greater acceptance for his 
product. 


STUDY OF 
THE COMPOSITION OF 


THE AUTOMOTIVE REPAIR 


AND MAINTENANCE MARKET 


and 
WHO READS WHAT AUTOMOTIVE 


TRADE MAGAZINES 


eer 


.*% 


Logically then, your chief interest in media selection should be in deter- 
mining the reader acceptance for the magazines you have under 
consideration. 


MoToR’s study* of the Automotive Repair and Maintenance 
Market (recently completed by A. S. Bennett & Associates) 
undisputedly establishes MoToR as the TOP PREFERENCE 


in its field. 


This national survey proves that the help MoToR provides through its 
editorial pages surpasses that of all other magazines in the field ... by 
a wide margin. Your advertising in MoToR presents your sales story to 
the trade under the best auspices, for the trade believes in MoToR. 


*Our representatives have this study to show. Initial advertiser reactions 
acclaim it to be the most comprehensive and authoritative study ever 
undertaken in the industry. 


DETROIT OFFICE 


TRinity 1-2230 
* 


PACIFIC COAST REPRESENTATIVE 
816 West 5th St., Los Angeles 13, Cal. 


MUtual 8335 


1713 Fisher Building, Detroit 2, Mich. 


MOOR 


THE AUTOMOTIVE BUSINESS MAGAZINE | 
572 MADISON AVE., NEW YORK 22 « FOUNDED IN 1903 
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‘Good House’ Lifts 
Rates 7%; Cites 
Others’ Costs 


New York — Good Housekeep- 
ing last week announced rate in- 
creases averaging 7% effective 
with the August, 1948, issue. The 
black-and-white page rate has 
been raised from $7,000 to $7,500 
and the four-color page rate from 
$9,500 to $10,000. 

Although Good Housekeeping is 
now delivering more than 3,000,- 
000, said John R. Buckley, vice- 
president and business manager, 
its circulation guarantee will con- 
tinue at 2,700,000. 

On the new basis, the magazine 
showed, its black-and-white page 
rate per thousand circulation will 
be $2.47, an increase of 2.1% since 
1941, and four-color rate $3.30, 
a decrease of 2.4% in the seven- 
year period. 

Since 1941, GH pointed out, 
Woman’s Home Companion in- 


oe 


Ao, 
439. 
of FOREIGN SERVICE READERS 
REPRESENT HOME OWNING FAMILIES * 


Of our 1,300,000 guaranteed cir- 
culation that’s 570,000 readers who 
live in homes either they or their 
families own...substantial families 
whose houses are valued in the 
$5,000 to $15,000 bracket. The bulk 
of these FOREIGN SERVICE sub- 
scribers and home owners are age 
20 to 35... Where can you find a 
richer market for products needed 
in the average household? What 
better way to reach these veterans 


than through the well-read pages 
of their favorite magazine, | 
FOREIGN SERVICE! | 


* DANIEL STARCH SURVEY, 1947 


Write for your free copy of Daniel 
Starch survey. In easy-to-read folio 
form, it proves conclusively you 
need FOREIGN SERVICE to get 
complete coverage of the Veteran 
market. 


creased black-and-white page per 
thousand rate 7.7% to $2.51; Mc- 
Call’s 8.2% to $2.52; The Saturday 


Evening Post, 19.9% to $2.83; 
Ladies’ Home Journal, 22% to 
$2.61; Collier’s, 26.5% to $2.82; 


Life, 43.5% to $3.10, and Look, 
44.6% to $3.08. 

In this period, GH said, Mc- 
Call’s raised its four-color page 
per thousand rate 7.5% to $3.28; 
Woman’s Home Companion, 8.1% 
to $3.32; The Saturday Evening 
Post, 19.1% to $4.05; Ladies’ Home 


Journal, 20% to $3.48; Collier’s, 
22.2% to $3.97; Look, 46.2% to 
$4.24, and Life, 47.9% to $4.57. 


Gibson Buys Coolerator 


Gibson Refrigerator Company, 
Greenville, Mich., has purchased 
the Coolerator Company, Duluth, 
Minn. The Coolerator Company, 
producer of electric and ice re- 
frigerators, will continue to be 
operated by its present manage- 
ment headed by John H. Ganzer, 
president. 


Changes Name | 


Radio Advertising Company, 
station representative with offices 
in New York, Chicago, Los An- 
geles, Philadelphia, and San Fran- 
cisco, has changed its name to 
Robert Meeker Associates, Inc. 
There has been no change in per- 
sonnel. 


Hayhurst Appoints Two 
Fred J. Butler, account execu- 

tive, has been elected to the board 

of directors of F. H. Hayhurst 


Advertising Age, February 2, 1949 


Company, Toronto and Montrea) 
F. H. Chisholm, formerly an ac. 
count executive in the Oakville 
office of Ardiel Advertising 
Agency, has joined the Toronto 
office of Hayhurst as an account 
executive. 


Wheeler to Fisheries 


Murray Wheeler, formerly aq. 
vertising manager of Nestle’s Mik 
Products Company, New York, has 
been named by the National Fish. 
eries Institute, Washington, as aq- 
vertising and publicity director. 
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Barrow Joins Orr 


Lester G. Barrow, former ac- 
count executive of Fuller & Smith 
& Ross, New York, has joined 
Robert W. Orr & Associates, New 
York, in the same capacity. 


Names Samuel Allen 


Samuel A. Allen, formerly copy 
chief and assistant director of pro- 
duction of Meyer Both Company, 
Chicago, has been named advertis- 
ing assistant of United Air Lines, 


Chicago. 


Names Beatty & Oliver 


Vaco Company, New York, has 


Grain Rationing 
Unfair, Laux Says 
in Washington Ad 


WASHINGTON—A vigorous attack 
on continued rationing of grain 
to the distilling industry as arbi- 
trary and discriminatory was pub- 
lished in 1,000-line space in the 
Jan. 23 issue of the Washington 
Post over the signature of David 
N. Laux. Mr. Laux, who ran the 


Opens Own Agency 
Dr. Alfred Weissenbach has re- 
signed from the New York Jour- 
appointed Beatty & Oliver, New | nal-American to open an adver- 
York, to handle advertising for | 


| tising agency under his own name. 
Hovmantorps crystal and Gense | Announcement of the location will 
silverware. | be made at a later date. 


|ad as a personal expression of | interpreted the law as being retro- 


opinion, is vice-president of 
Sports Afield, with offices in New 
York. 

“When the distillers voluntarily | 
agreed to shut down production | 
of alcohol for a 60-day period,” the | 
copy says, “they were promised 
that ‘no effort will be made to 
extend the shut-down.’ 

“Then Secretary Anderson, 
using Section 4B of the Taft anti- 
inflation law, disregarded the gov- 
ernment’s promise — dictatorially 


—__ 
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... you'd carry a gun, too! 


AY you had a mountain of gold. Right out in the open, where 
S anyone could grab it. You’d be just like this Mid-American farmer 
—you’d carry a gun, too! 

He does have a mountain of gold to guard ... golden grain... now 
bringing the highest prices on record. Put all the great piles together— 
from all the Mid-American farms—and you have almost two-thirds of 
the nation’s grain! 

Straight to this region of fabulous wealth goes 92% of Cappet’s 
Farmer’s circulation. 

Capper’s Farmer readers have a/ways had more to spend than the 
=verage farmer—now have more than ever! And they rely on Capper’s 
Farmer to guide them in spending it. 

That’s because years of helpful, practical farm ideas have won for 
Capper’s Farmer a reader confidence unique among farm publications. 
Advertise in Capper’s Farmer, and you share in the confidence of its 


1,300,000 leading Mid-America farm families. 


the magazine farm people 


believe in..... 
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active—and arbitrarily forced a 
discriminatory and unfair ration 


| system on the distillers.” 


Mr. Laux charged that the order 
indicates an effort to achieve some 
form of prohibition through subter- 
fuge, and predicted that discrimi- 
nation of this kind will extend to 
other industries later. He urged 
readers to write or wire members 
of Congress expressing their opin- 
ions. 


Promotes Douglass 


James C. Douglass has been ap- 
pointed radio coordinator of the 
foreign department of Colgate- 
Palmolive-Peet Company, Jersey 
City. He was production manager 
of the company’s radio unit in 
| Sydney, Australia, during 1946-47. 


Appoints Goris A. M. 

Earl J. Goris, formerly in the 
advertising department of General 
Electric X-Ray Corporation, has 
been named advertising manager 
of the Dearborn Chemical Com- 
pany, Chicago. 


| 


How Many Business 
Market Hands 
Should Your 
Salesmen Shake? 


By Arthur F. Dermody 
Media Director, 
Kelly, Nason, Inc. 


| When you get right down to it, 
|selling something to a business 
man is esséntially no different 
| than selling to anybody else. 

| The business market is a con- 
‘sumer market like any other— 
‘a mass market, if you like, com- 
posed of all the actual and poten- 
tial prospects for your products or 
services. It’s only good busi- 
ness sense to try to get your sales 
story across to as many of these 
prospects as your salesmen — or 
your advertising — can possibly 
get in to see. 

That’s an old story, of course, 
to the national advertiser of such 
products as foods, cosmetics, or 
household appliances. He wouldn’t 
think of restricting his message to 
any one or two magazines. 

You’ll find him making new 
friends and influencing people to 
buy in women’s service magazines, 
in the general weeklies and gen- 
eral monthlies—wherever his cus- 
tomers are to be found. He knows 
it pays to shake as many hands as 
he can—as often as he can. 

You'll find the same technique 
pays off just as handsomely in the 
business market. 

co He 

This column is sponsored by 
Nation’s Business to promote the 
use of a “mass technique” in sell- 
ing the business market of Amer- 
ica. 

Four leading general business 
magazines offer you in 1948 a 
combined circulation of 1,310,000 
executive subscribers, over 15 mil- 
lion pages a year on 12-13 time 


a: 


schedule. The combined rate for 
a black-and-white page in all four 
papers is only about $9,725. 


Net Paid Circulation B&W Page 
Nation’s Business. ..600,000 $3,000 


United States News.300,000 2,400 
gh 235,000 2,750 
Business Week ....175,000 1,575 


We'll be glad to give you case 
histories of advertisers who have 
found such “mass” selling profit- 
able. Nation’s Business, Washing- 
ton, DD: ©. 
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YOUR DISTRIBUTION PROMOTION PLANS WITH 
LEADERSHIP AT “POINT OF SALE” 


Don’t Be Satisfied with Ordinary ba 


Wasteful DIS PLAYS 
Way We Suggest... 


Now is the time to employ our counsel 
and services to insure best acceptance, 
maximém use, consistent results. 


We are a Display Agency and co- 
operate fully with your advertising 
agency to ‘‘Pipe-in’’ the force of na- 
tional advertising. 


FREE °¢ Pose... 420 eo 


] For SPORTSMAN a traveling window dis- 
Pictures . . . On 


play of great elegance incorporating fine 


——a | 


Exhibit of Performance. Write for a ———F | wood carvings 
Seas © Sette, a roe Gees | ALSO COMPLETE SERVICES FOR EVERY 


letterhead. 
—— ‘OTHER POINT OF SALE ACTIVITY 


AMERICA’S LARGEST ORGANIZATION SPECIALIZING IN MERCHANDISE PRESENTATION ‘eer 


W. L. STENSGAARD & ASSOCIATES, INC. 


N. JUSTINE STREET « CHICAGO 7, ILL. 


Lyons Offers Premium 


The R. L. Watkins Company 
division of Sterling Drug, New 
York, is making its first premium 
offer of 1948 promoting Lyons 
tooth paste and Dr. Lyon’s tooth 
powder. A gold “love-locket pin” 
is being offered for 25 cents plus 
an empty carton of the paste or 
box top of the powder, on the com- 
pany’s two radio programs, “Back 
Stage Wife” (NBC) and “Bride 
and Groom” (ABC). In addition, 
an advertisement making the offer 
will appear in the Metropolitan 
Comics Group. Dancer-Fitzgerald- 
Sample, New York, is the agency. 


Joins Hicks & Greist 
Sanford L. Hirschberg, former 

vice-president and account execu- 
tive of Peck Advertising, New 


York, has joined Hicks & Greist, 
New York. 


Franc Appoints Bart 


H. K. Frane & Son, New York, 
manufacturer of newly developed 
washable woolen sport shirts, has 
appointed Stuart Bart, Inc., New 
York, to handle its advertising. 


*Top 


Dol 


HE’S A SOUTHERN PLANTER, TOO: 


Farmers at the 


Top of the South 
Raised 250 Million 


lars Worth of 


Poultry, Last Year. 


* IT TAKES a lot of “chicken feed” to produce that much poultry in 


SouTHERN PLANTER Land. By that, we mean both money and feed. In fact, 
the last U. S$. Census shows that the annual feed bill of farmers in the “Top of 


the South,” for all classes of livestock and poultry, was 


$194,000,000. But 


there are thousands of other things besides feed that these farmers need and 
readily buy — equipment of all kinds, machinery, disinfectant, sprays, dusts, 


remedies, fertilizers, etc. And don’t forget that while he 


is buying production 


supplies, he also purchases “living” supplies for his home and family! 

Are you tapping this wealthy market where there is more ready cash than 
ever before? Your sales message in the pages of THE SOUTHERN PLANTER 
will be read and appraised by more than 300,000 prosperous subscribers and 
their families who look upon this, the oldest farm journal in America, as an old 


friend and helper. 

Write: THe SouTHERN PLANTER, Richmond 9, Va. 
441 Lexington Avenue, New York 17 °* 

Simpson-Reitiy, Ltp., West Coast Representatives 
Garfield Bldg., Los Angeles 14 
Russ Bldg., San Francisco + 


& 
SERVING THE TOP FARMERS AT & 


ou 


America's Oldest Farm Paper — Established 1840 


"More farm families in 
this area read The 
Southern Planter than 


333 N. Michigan Ave., Chicago 1 


OFT 
oe He 


any other farm paper. 


Chicago Firm, in 
50th Year, Earmarks 
$800,000 Ad Fund 


(Picture on Page 51) 


Cuicaco — Steve Canyon, car- 
toonist Milt Caniff’s romantic new 
comic strip character, will play 
an important role in the 50th an- 
niversary promotion of Reliance 
Mfg. Company, whose postwar ex- 
pansion is carrying it into a big 
development in the boys’ wear 
field. 

Steve is an airplane pilot, and 
his figure, plane and other props 
are an important part of the de- 
signs printed on shirts, pajamas 
and other boys’ wear featured in 
the Reliance line. 

Besides being played up in 
spreads in the Steve Canyon comics 
magazine and other units of the 
Harvey Comics Group, Steve will 
be plugged heavily by some of the 
9,000 Reliance dealers from coast 
to coast through distribution of 
his comics book as a premium. 
More than 250,000 copies of Steve 
Canyon Comics have been ordered 
iby Reliance for distribution 
through dealers. 


Acts as Consultant 


Cartoonist Caniff is serving the 
company as a consultant in the 
designing of boys’ wear, besides 
collecting royalties on Steve Can- 
yon garments. 

Reliance is also promoting boys’ 
wear, which includes sports shirts 
and jackets, through newspaper 
advertising. The company used a 
successful eight-city drive last fall 
at the opening of school, in which 
the interest of youngsters was 
whetted by a prize contest award- 
ing 56 Zenith portable radios for 
the best lines completing a jingle. 
The advertising totaled 
lines, and listed dealers locally 
and regionally. The merchants 
were so enthusiastic that they 
added 150,000 lines of advertising 
on their own. The company uses 
no cooperative advertising. 

“A wider distribution of na- 
tional income and big baby crops 
during and since the war have 
emphasized the growing sales op- 
portunities in the boys’ wear 
field,” explained J. W. Champion, 
vice-president in charge of adver- 
tising for all Reliance products. 
“We are now doing about $7,000,- 
000 a year in this field, out of a 
total volume of about $39,000,000, 
and we believe that our current 
promotion, which represents the 
biggest advertising campaign run- 
ning for this type of product, will 
help us to reach first place in 
volume. 


Made-Over Clothes ‘Out’ 

“Boys are better dressed than 
ever before. They no longer wear 
clothing cut down from their eld- 
ers’ garments. The demand is for 
well designed, attractive clothes 
for kids as well as their parents. 
Reliance is prepared to supply 
this type of garment, and our 
dealers are enthusiastic about the 
possibilities of the line.” 

Besides the advertising noted, 
boys’ wear will be featured this 
year in the four-color pages which 
Reliance is running in Life, in 
which all of its products will be 
promoted, plus space in Good 
Housekeeping, Parents’ Magazine 
and 20 newspapers. 

The trend toward use of news- 
papers in selected markets is be- 
ing emphasized, as the company 
has found merchants eager to tie 
in with store promotion to back 
up the manufacturer’s own ad- 
vertising. 
‘again play a part ih the promo- 
| ton, a combination of a compass 
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In 1948 premiums will | 
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Plans Big Comics Push 
for Reliance Boys Wear 


and burning glass being offere, 
for 10 cents to boys who qualify 
by purchase of a Reliance gay. 
ment in any dealer’s store. 


Covers Four Major Lines 


Reliance, one of the larges 
manufacturers of clothing in the 
country, became famous first as , 
leader in the work clothing fielq 
its “Big Yank” line having led jy 
consumer preference for many 
years. It still does, but Reliance 
sales now cover four major lines 
—men’s apparel (dress shirts, pa- 
jamas, shorts, slacks and _ sports 
shirts); work clothes; boys’ wear 
and women’s wear. During the 
war, besides producing large 
quantities of clothing for the sery- 
ices, Reliance was the largest 
manufacturer of parachutes, and 
is continuing experimental work 
for Uncle Sam. 

All promotional activities are 
geared to the sale of Reliance’s 
mass-produced popular priced gar- 
ments. The theme of the adver- 
tising is probably best expressed 
in the slogan featured in this 50th 
anniversary year, “Rely on Re- 
liance to prove that quality need 
not be expensive.” 

The company is strengthening 
its position in the men’s apparel 
field by color advertising in Life, 
|Esquire and trade journals like 
|\Men’s Wear, Apparel Arts, Daily 
News Record and Merchants Trade 
Journal, while Big Yank work 
‘clothes are given a further push 
through the use of Country Gen- 
tleman, Progressive Farmer and 
Successful Farming, plus a cam- 
paign in the Popular Publications 
fiction group. 

The men’s line is_ likewise 
\backed by newspaper advertising 
in leading markets like Philadel- 
phia, Chicago, Pittsburgh, Cin- 
cinnati, Boston, Buffalo, Balti- 
more, Los Angeles, Atlanta, New 
Orleans and St. Louis, with large 
space ads listing retail outlets. 


Father’s Day Next 


The next big newspaper promo- 
tion will be built around Father’s 
Day, when the gift appeal ol 
sports shirts, pajamas and other 
items in the apparel line will be 
promoted heavily in these major 
markets. Dealer support of this 
drive, it is assured, will be of a 
major character. 

One of the big elements in the 
merchandising of this and other 
Reliance products is point-of-sale 
material, which includes not only 
lithographed cut-outs but électric 
counter and window signs pur- 
chased by dealers on a coopera- 
tive basis. Thousands of these 
signs will be displayed in stores 
all over the country in 1948. Dis- 
play cards reproducing magazine 
ads are also popular with dealers. 

Reliance activities in the wom- 
en’s wear field center around its 
lines of popular-priced dresses 
sold under the trade names of 
Happy Home and Kay Whitney. 
The company is making a big dent 
in this highly competitive field. 
Modern display facilities in its big 
building at 212 W. Monroe 5. 
which has been completely r°- 
modeled during the past year, i\- 
clude a theater used for fashi: 0 
shows and other style events, 0° 
which merchants visiting the Ch'- 
cago apparel markets have be’ 
attracted in large number. 


$800,000 This Year 


The women’s dress line is ac 
vertised in Charm, Good Hous: 
keeping, Mademoiselle and Photo- 
play, besides being featured in the 
|Life campaign which carries pro- 
motion of all the company’s prod- 
ucts. Marion Schmidt, a forme! 
president of the Women’s Adver- 
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tising Club of Chicago, is Mr. 
Champion’s assistant in: charge of 
dress division advertising. — 

This year’s appropriation of 
sg00,000 is the largest in the com- 
pany’s history, and indicates its 
program of expansion of its sales 
in all the fields which it serves. 
Its sales force of 90 contacts its 
dealers directly, jobber distribu- 
tion having been abandoned a 
quarter of a century ago with the 
adoption of a policy of brand de- 
velopment and advertising to the 
consumer. 

The company’s advertising pol- 
icy is emphasized in the latest an- 
nual report by Chairman Richard 
Mayer and President A. T. Bard 
in the following comments: 

“Reliance has consistently ad- 
vertised to the buying public of 
the United States for over a quar- 
ter of a century. It has been de- 
signed to do a real selling job, 
and to make retail customers ask 
for Reliance brands in stores. Dur- 
ing the war years it was necessary 
to continue advertising to main- 
tain brand remembrance and 
recognition. Now, however, with 
better supplies, a full selling story 
is being told—which will go to 
every type of consumer—to men 
and women in all walks of life, 
rural and urban, who shop in all 
stores for men’s, women’s and 
boys’ apparel. This consumer ad- 
vertising is being publicized to 
thousands of merchants across the 
country.” 


Integral Part of Business 


In the same report the statement | 
is made, “Reliance is one of Amer- 
ica’s largest apparel advertisers,” 
and the company adds, “Advertis- | 
ing is an integral part of Ameri- | 
can business ... of our business! | 
It has been proved over and over | 
again that every dollar spent in 
sound advertising brings back that 
dollar plus a profit. It is the his- 
tory of successful American busi- 
ness. | 

“By establishing national brand 
acceptance, Reliance has attracted 
an ever-increasing number of 
skilled workers and craftsmen—a 
plus bonus for sound advertising.” 

Ruthrauff & Ryan is the Reli- 
ance agency for men’s and boys’ 
apparel and work clothes, while 
Earle Ludgin & Co. handles the 
advertising of women’s dresses. 


Leggett Launches 
Prune Campaign 


Francis H. Leggett & Co., New 
York, manufacturer and distribu- 
tor of Premier foods, will begin 
a campaign this month for pasteur- 
ized prunes with 300 to 800-line 
ads appearing weekly in news- 
papers in the New York and New 
England markets, 1,500 subway 
posters and a monthly four-color 
back cover ad in Everywoman’s 
Magazine. 

_Brisacher, Van Norden & Staff, 
New York, is the agency. 


Cigar Group Reelects 
Albert H. Gregg, chairman of the 


has been reelected for an eighth | 
‘erm as president of the Cigar In- 
stitute of America. Others reelected | 
include: Everett M. Meyer, presi- | 
denvof the Webster Tobacco Com- | 
pany, vice-president; William Best, | 
senior vice-president of the Gen- 
tral Cigar Company, treasurer; | 
and Samuel Blumberg, secretary. | 


Plywood Firm Sets Drive 


| 
United States Plywood Corpora- | 
lon, New York, will use full-page 
ads in architectural, lumber, build- | 
ing. building supply and dealer | 
Publications to introduce a new) 
‘ype of weldwood plywood, 
Aorina, made from logs imported 
nto this country. The campaign 
‘| be supplemented by brochures 
‘ontaining samples of the new 
Vveldwood. 


Segall Appoints Heyman 
*hillip Heyman has been ap- 


GF Promotes Herbert 


George R. Herbert, special sales 
representative for the Gaines divi- 
sion of General Foods Corporation, 
New York, has been appointed 
sales manager of that division. 
R. C. Stange, who has been doing 
Gaines special sales work since 
1945, has been appointed Gaines 
special service representative for 
the western region. 


C of C Unit Elects 


H. J. Heinz II, president of 
H. J. Heinz Company, Pittsburgh, 
has been elected chairman of the 
United States associates of the 
International Chamber of Com- 
merce. 


4 to Beaumont & Hohman 


Malsbary Mfg. Company, Straub 
Mfg. Company, Eby Machinery 
Company, and Rotex Punch Com- 
pany, all in Oakland, Cal., have 
named the San Francisco office of 
Beaumont & Hohman to direct 
their advertising. Walter Monroe, 
formerly vice-president of Spencer 
W. Curtiss Company, San Fran- 
cisco, has joined the agency as an 
account executive. 


Ups Koehler to A.M. 


Harry F. Koehler has been pro- 
mated from assistant advertising 
manager to advertising manager 
of O’Brien Corporation, South 
Bend, Ind. 


| THE VERITONE COMPANY 


57 W. GRAND AVE., ° CHICAGO 10 
WHITEHALL 5957 


PLANNING A PREMIUM MAILING? 


Sure-fire sales booster that it is, a mail-away premium pro- 
motion can be an expensive headache unless it is planned 
from beginning to end with know how. 


The Donnelley plan of “rating the premium,” for example, 
avoids the over-selling of a poorly selected premium that may 
cause intense consumer dissatisfaction which is then reflected 
to the dealer. 


And the answers to such problems as... 
How many should be ordered? 
How fast can requests be filled? 
How should they be mailed? 
How much help will be needed? 
are routine to Donnelley’s Premium Mailing Service. 


Yes ... there are many problems in connection with the 
planning of a premium promotion. And wise advertisers 
have found Donnelley know how their best answer—Don- 
nelley know how that is backed by years of experience in 
helping to plan and handle the details of mail-away premium 
promotions, 


Spare yourself a lot of time and trouble . . . consult Don- 
nelley before you go ahead with any premium promotion. 
Donnelley can give you the right answers and will handle 
your premium mailings better . . . faster . . . and probably 
cheaper than you can do it yourself. 


For more information get in touch with your nearest Don- 
nelley office. 


OTHER DONNELLEY SERVICES: 


@ DEALER HELP MAILINGS—including planning, supplying of 
mailing lists, printing, dealer imprinting, addressing, scheduling and 
mailing. 


@ CONTEST PLANNING AND JUDGING—supported by years of 


experience in handling the nation’s major contests. 


@ SELECTIVE MARKET MAILINGS—proved by exhaustive tests, 


national, regional and local campaigns. 


@ SAMPLE MAILINGS—mass or selective coverage, including the 
complete job of addressing, packaging and mailing. 


‘THE REUBEN H. DONNELLEY CORPORATION 


350 E.22nd ST. 


Po.nted art director of the Theo- 
cle e 
Cisco 


H. Segall Agency, San Fran- | 


' CHICAGO 16,1LL. 


305. 45th ST. 
_ NEW YORK‘17, N.Y. 


727 VENICE BLVD. ~ 
LOS ANGELES 15, CALIF. 


Pas 


f tae fo oe Meee We a fee am sa 3 oy ae i ie Bi Z ae ar 3 ets aes fats M9 he HpEte ape, Re eae pes i. md te ee Mc 3 Sg yh ee re ay nae ei) Habe ey i sa cc a Rg cts a Oe yr UN ree ERE ASE dC it. Stee Nae eanGe Nw ene oe he rR CBR ph MC eeg TS Te ORS 
; i i : boa a “tie se ae Neseceecanmanenall Tegan en OO at Sl Gee Se hae PESO ee ERO Ts OY SR eie T fe 
1948 25 y! 
Pe SC“ t;SCSCi‘iéisSC 
Ee tates 
ith oA Tp beseech ae ee eR ae Se gi) ama oe Ba to 
i INE OFFSET LITHOGRAPHY | 
at Hy iis is FE oS a ot ee oe ah bike 
| a t Pee a. : 
a cea Ly a | 
P, toa a J 
pe apa Bees Si SEB Gig si GR 
; | 3), AND MEDIUM RUNS |) | 
| a ——— H 
ee idee he | | 
oe 
| 
| | ‘ 
OER TT eS nS eae nN, Mn Tr seh: 
cH | 
| HO wm ‘ HELP a 
| wow MANY AT KIND CLERICAL _ 
| SHOULD BE WT PREMIUM =) 1s NEEDED Tic : 
te ED? { OF A PRE ie iS REQUESTS: y ae 
| ‘ 4 , | 
i eg OW ry, a ax om ( 4 | 
| , eet MG ont : g th | 
: A » Ha M, Sa — 4 f BE Ou 
Vy {1} itis ~~ f 4M, l 
. ‘ Pena 5 oo se 3 és pttoa Sie, Si : ‘ , 
H ba nail . 4s, 7 a aro ; Ke 
W te. , a fe id, 4 . H , BESS . 
cay. FAST  \ i 2 ie er | WHAT Are _ 
Ee a ey. ie gu ¥ ‘a “a @ ; = 
SS —EO g 
“4 a rere: oh es E : 1 
. — \S | 
o Set i = a 
| . 
a ee ‘ 
df 
—“C™CSCSCSC‘C‘(CSNCd “a 
SC‘ 
Shion 
5, 10 ' 
Chi- | 
ad 
YUS | bo 
Loto- 
pro- - 
rod- 
ver- : : | 


26 
Hill & Knowlton Names 2 


Lee T. Sellars, formerly on the 
public relations staff of Westing- 
house Electric Company and Sta- 
tion WPIT, has been appointed 
Pittsburgh representative of Hill 
& Knowlton, Inc., public relations 
counsel. Ben E. Fillis Jr., for- 
merly with the information divi- 
sion of the U. S. Department of 
Agriculture, has been named Chi- 
cago representative. 


'Solms Joins Pathescope 


Erwin Solms has joined Pathe- 
scope Corporation of America, 
New York, in an executive sales 
capacity. 


The Houston Chronicle... 


te 


) Guild ff 
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=> 


GUILD COMPANY | 


Tell us about'your — 
offer and we will — 
recommend suit- . 
able lists. : 


The Key 


_ MAIL SELLING 


pitta 


“3 . oe) Ear 35 
consecutive years! 


FIRST. .. in Advertising: 


HOUSTON CHRONICLE 
HOUSTON POST 20,131,720 LINES 
HOUSTON PRESS eee ReleyA LINES 


For the year 1947 (From Media Records) 


FIRST. . . in Circulation: 


DAILY SUNDAY 

HOUSTON CHRONICLE 156,167 170,237 
HOUSTON POST 144,521 155,503 

HOUSTON PRESS 78,744 No Sunday Edition 


(From September 30, 1947 A.B.C Publishers’ Statement) 


\\ 


For 35 consecutive years The Houston Chronicle has been first among Houston 
newspapers both in advertising and circulation. The record shows that, month by 


month, The Chronicle 


ing its impressive margin of leadership in advertising as well as circulation. The 


with the largest circulation in Texas—is steadily widen- 


Houston Market 1s sold when your story is told in The Chronicle! Ask the 


\ 


The Houston Chronicle 


LARGEST CIRCULATION IN TEXAS 


Branham man. 


R.W Mc CARTHY 
National Advertising Manager 


The Houston Market is sold 
when your story is told 
in The Chronicle 


THE BRANHAM COMPANY 
National Representatives 


HOUSTON’S LEADING NEWSPAPER FOR 35 YEARS 


TRUE OR FALSE?—Byron S. Cain, president of Shotwell Mfg. Co., Chicago, 
| signs with Mutual to air “True or False?" for 52 weeks over the full net, starting 
| Feb. 7. Interested bystanders are (left to right): C. Wendel Muench, president, 
C. Wendel Muench Co.; DeWitt Mower, MBS sales manager, midwest division: 
Ben Lochridge, Mutual account executive, and Ade Hult, network vice-president 


for midwest operations. Big Yank and 


Advertising Age, 
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sae we 
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Hi-Mac candy bars will be plugged on 


the Saturday quiz. ; 


West Virginia Hits 
New Profits Peak, 
Doubles 1946 High 


New YorkK—West Virginia Pulp 
& Paper Company reported last 
week that its earnings for the 
fiscal year ended Oct. 31, 1947, 


103,607 in 1946. 

Net sales for 1947 were $85,- 
| 989,056, compared to $67,211,929 
_in the previous year. 
| David L. Luke Jr., president, 
'told stockholders that, although 
‘the company had earned more 
‘than $10,000,000 last year, its 
average for the past 25 years was 
‘barely over $3,000,000. The gain 
'in earnings and sales was realized 
| without help from the sale of 
| timber, for such sales in 1947 were 
only $546,503, compared to $2,- 
174,411 in °46 and $3,532,788 in 
°45. 

West Virginia was one of the 
companies which cut its cash dis- 
count during the year, which still 
is a sore subject in printing circles; 
in fact, the Printing Industry of 
America has a committee which 
is engaged in persuading suppliers 
to restore the full 2%. 


In Mr. Luke’s words, “It was 
necessary during the year to 
change our terms of sale... we 


found we needed more working 
capital. . . We had a choice of 
either drawing on a_ $10,000,000 


standby credit arranged with the | 


banks in 1946 or obtaining 


|;prompter payment from our cus- | 


tomers. Our terms, which had ex- 
isted since World War I, gave a 
2% 
30 days. .. In view of generally 
improved business conditions, it 
seemed reasonable to ask for 
prompter payment, so early in the 
year we changed our terms to 1% 
discount for remittance within 10 
days. This accelerated payments 
sufficiently to obviate the need 


‘for drawing on the standby credit.” | 


To Cabbot & Coffman 


Cabbot & Coffman, Inc., Pitts- 
burgh, has been appointed to di- 


rect the advertising of Plicote, | 
Inc., Pittsburgh, manufacturer of 


home finishes, Newspapers, con- 
sumer magazines, business papers 
and dealer helps will be used. 


Ayers Joins Studebaker 


William D. Ayers, formerly 


amusement editor of the South 
Bend Tribune, has joined the pub- 


lic relations department of the 
Studebaker Corporation, South 
Bend, Ind. 

‘Blair Moves NY Office 


John Blair & Co., radio station 
representative, has moved its New 
York office to new and 
quarters at 22 E. 40th St. Richard 
D. Buckley and William H. Wel- 
{don manage the office. 


were $10,935,424, compared to $5,- | 


discount for remittance within | 


larger 


Opens Personnel Agency 


Harold G. Oerther, formerly 
with Business Careers, Inc., New 
York, an _ executive placement 
agency for retail personnel, has 
opened the Harold G. Oerther 
Personnel agency for senior and 
junior executives in the commer- 
cial field. Offices are located at 
660 Madison Ave., New York 
Alice Carley, formerly with the 
Book of the Month Club, has 
joined the new organization as an 
associate counselor. 


Elects Fitzgerald 


John J. Fitzgerald of the Eagle 

Lawrence, Mass., has been elected 
| president of the New England 
Association of Circulation Man- 
| agers. Other officers elected are 
James R. Drake, Providence Jour- 
| nal - Bulletin, 1st vice - president; 
| Earle B. Fuller, Herald, Rutland, 
| Vt., 2nd vice-president, and Guy 
|W. Mesereau, Christian Science 
| Monitor, secretary-treasurer. 


Airs New FM Station 


KERN-FM, Bakersfield, _ first 
frequency modulation station in 
the lower San Joaquin Valley of 
California, went on the air for the 
| first time Jan. 24. It will operate 
| daily from 3-9 p.m. at 94.1 mega- 
cycles. 


Resigns Account 

Stuart Bart, Inc., New York, 
has resigned the account of the 
Robert Fiance Hair Design Insti- 


tute. 


LooK (0 le 


in the basic sources 


OF MARKET INFORMATION 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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Advertising Age, February 2, 1948 
* . 
Quantity Discount 


System Ruled Out 
in FIC Decision 


WASHINGTON — Over the sharp 
dissent of Commissioner Lowell 
Mason, FTC last week ordered 
Minneapolis-Honeywell Regulator 
Company to abandon a quantity 
discount schedule which allegedly 
gives unwarranted advantage to 
larger manufacturers of domestic 
oil burning equipment. 

FTC’s findings, and a vigorous | 
explanation by Commissioner Wil- | 
liam Ayres, chargéd that the dis- | 
counts and “off scale” contracts | 
unfairly diverted business from | 
other producers of automatic tem- | 
perature controls, and gave some. 
Minneapolis-Honeywell customers | 
unjustified advantages in the sale 
of oil burners over other Minne- 
apolis-Honeywell customers. | 

FTC found nothing wrong with 
the discounts established for small | 
buyers, but it found no justifica- | 
tion through cost accounting an-| 
alysis for the price schedules | 
available to big buyers. 


Termed Prices Vital 


Minneapolis-Honeywell claimed | 
that attractive prices were neces- | 
sary in order to hold the big ac- 
counts. The commission insisted | 
that “the law does not permit re-| 
spondent to resort to unfair or 
discriminatory practices in order 
to maintain its competitive posi- 
tion.” 

FTC’s ruling reiterates that ac- | 
tual difference in manufacturing 
and sales cost is the only accept- 
able defense for a quantity dis-| 
count system. Over-ruling the 
recommendation of its own trial 
examiner, the commission argues 
that prices “to meet competition” 
must be confined to individual 
situations, “rather than imposed 
on a general system of competi- 
tion.” 

“When price differentials of an 
established schedule reach a point 
where they cannot be justified by 
cost differentials, it is unsound 
and inconsistent to urge that they 
then become prices which have 
been made in good faith to meet 
equally low or lower prices of 
competitors,” Commissioner Ayres 
wrote. 


‘May Freely Discriminate’ 


“To accept this proposition 
would mean that any seller of a 
commodity which generally sells 
at a premium price may freely 
discriminate among its customers 
so long as it does not undercut the 
prices of competitors.” 

Majority findings left Commis- 
sioner Mason sputtering that FTC 
is “slowly etching away our eco- 
nomic liberties in the name of 
saving them.” Carried “to its ulti- 
mate end,” the order “can remove 
Minneapolis-Honeywell as a com- 
petitive factor in the field of. in- 
dustry,” he charged. 


| 


Mason said the commission’s 
“Strained interpretation” looked 
to a “millenium” where “no one 


will be allowed to take any busi- 
ness away from anyone else, and 
free competition will be in the 
museum of quaint and outmoded 
ideas.” 


Loses 20% of Volume 
Mason stressed the fact that 
nneapolis-Honeywell’s share of 
automatic temperature control 
Ousiness slipped by 20% between 
1937 and 1941. “Having lost this 
ratio of business, the respondent 
mide up its corporate mind to 
hang on to what business it had 
le't and in good faith and what 
appears to be ordinary common 

nse brought its prices down close 
to the level of its competitors’,” he 
served. 
The FTC majority said the com- 


pany’s effort to attract big buyers 
resulted in “substantial injury to, 
or lessening of, competition with- 
in the meaning of the law.” 

“It is not the intent of this order 


nor its effect to prevent or re-| 


strain respondent from reducing 
prices to the trade or to custom- 
ers,” Commissioner Ayres wrote. 
“The order directs respondent to 
cease and desist from discriminat- 
ing in prices, and it may eliminate 
the discrimination by reducing its 
high prices as well as by increas- 
ing its low prices.” 

Mason said another part of the 
order directed against “tie-in” 
contracts was unnecessary, since 
they have already been outlawed 
by the Supreme Court. “It is 
Quixotic to imagine the respon- 
dent laying itself open to further 


legal burdens by resuming the 
practices abandoned four years 
past,” Mason said. “I see no profit 
in shooting a tiger stuffed and 
mounted so long ago.” 


Appoints Randall 


Margaret Randall, former as- | 


sistant art director of Bonwit Tel- 
ler, New York, and formerly with 
Conde Nast Publications, 
joined the Muriel Johnstone di- 
vision of Hixson-O’Donnell Ad- 
vertising, New York, as fashion 
art director. 


Appoints Hilton 

The Little Trading Corporation, 
Newark, N. J., national distribu- 
tor of industrial products, has ap- 


pointed Peter Hilton, Inc., New) 


York, to handle its advertising. 


has | 


creative and 


productien 


service 


for 


advertisers 


GRANT-JACOBY STUDIOS 


MOHAWK 2055 


936 North Michigan Avenue + Chicage 12 
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WGBI sells the 


Nation’s 19" Market anytime 
.- all the time! 


Take a look at Mr. Hooper's record book. 


You'll find WGBI right up at the top of his Station 


Listening Index. WGBI starts in the morning with 


a whopping 49.8... goes up to 59.8 by afternoon 


...and is completely out of sight in the evening with 


a phenomenal 70.9! And (this will impress you) the 


“Sets-in-Use”’ figure was exceptionally high when 


these records were made! 


910 KC 


tig ah 
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CBS AFFILIATE 


1000 WATTS DAY 
500 WATTS NIGHT 


FRANK MEGARGEE, President 


If you are looking for a way to boost sales, sell 
Scranton — Wilkes-Barre ... hub of the nation’s 19th 
market. And to sell Scranton you need WGBI... 
morning, afternoon, or evening. Ask your John 
Blair man about WGBI and its money-spending 
market. He'll be glad to tell you about today’s 
availabilities. 


(Figures from Hooper Station Listening Index... Jan.-Feb. 1947) 
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KLEE, Houston, Aired 


KLEE, new 5,000 watt Houston 
independent station, went on the 
air Jan. 31 operating on 610 kilo- 
cycles. W. Albert Lee is owner 
of the station. Ray Bright is gen- 
eral manager, Winthrop Sherman, 
program director, and Phil Parker, 
commercial manager. 


LETTER GADGETS keep those letters out 
of the waste basket and pay for - 
selves many times. These are attention- 
» getters which triple the pulling power of 
letters or circulars when cg ag me ¢ 
Send for circular and price t- 
ing many of them. ae na 


A. MITCHELL = 
Room 726, 111 W. Jackson Blvd, Chicago 4 


bs How Big wt... 
7 Sc $7 Billion? 


The “Rand” in South Africa (world’s richest 
gold mining region) averages $435,000,000 
yearly . . . Nearly 18 years would be re- 
quired to equal the annual $7 Billion Dairy 
Industry. MILK PLANT MONTHLY is 
your key to this fabulously wealthy market. 
Write today for further information. 

ABC Audited Since 1929. 


2 
@@ Milk Plant Monthly ':- 
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Eisenhower Bows 
Out; Young Will 
Refund to Backers 


New Yorxk—When Gen. Dwight 
D. Eisenhower removed himself 
from the 1948 presidential race, 
no one was more surprised than 
John Orr Young. 

Mr. Young, who had started an 
independent advertising campaign 
on the general’s behalf (AA, Dec. 
22), last week was in the process 
of returning funds which con- 
tributors had sent to him to finance 
further advertisements for Eisen- 
hower. 

Mr. Young, onetime partner in 
Young & Rubicam and now a part- 
ner in the public relations firm 
of Young & Faught, said in a 
statement: 

“Together with millions of 
Americans I feel a great sense of 
loss in General Eisenhower’s com- 
pletely unexpected announcement 
that he does not intend to allow 
himself to be drafted for the presi- 
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WESTINGHOUSE TRIO—J. M. McKibbin (left), advertising director of West- 
inghouse Electric Corp.; Ted Malone, ABC story-teller, and James Newcomb, 
oe manager of the appliance division of Westinghouse, pose at the company's 
exhibit at the National Retail Dry Goods Association's convention in New York. 


Mr. McKibbin was one of the speakers 


at the meeting and Mr. Malone, who 


is sponsored by Westinghouse, made one of his broadcasts from the convention. 


dential campaign. 

“The American people have lost 
a great president . .. but they 
have found a greater statesman.” 
Mr. Young said he intended to 
abide by the general’s decision, | 
and that “I shall immediately 
cancel the self-perpetuating ad- 
vertising campaign which I started 
in the Westporter-Herald Dec. 11, | 
1947, and which won immediate, | 
widespread and enthusiastic sup- 
port. All funds which have been 


RMA Adds $70,000 
for ‘Every Room’ 
Promotion in “48 


Cuicaco—Directors of the Radio 
Manufacturers of America have 
approved an expenditure of $70,- 
000 this year for the group’s “Ra- 
dio in Every Room” promotion. 

RMA’s directors also adopted a 
|plan which they declared will help 


collected as a result of this cam- | to end abuses by radio repairmen. 
paign and which were to be used | Shoddy, overpriced work by radio 
for other advertisements are be-| service men has recently attracted 
ing returned to the contributors.” | much attention and in New York 


Mr. Young was active in the) 
Willkie drive in 1940, when he) 
used a similar technique to snow- | 
ball advertising for the Repub-| 


lican candidate. | 


Canada Launches | 
Travel Campaign 


The Canadian Government | 
Travel Bureau of the department | 
of trade and commerce, Ottawa, 
begins its biggest winter sports| 
advertising campaign this month. 
with ads running in 23 newspapers | 
and a group of magazines. Six-| 
hundred line ads will appear in| 
the newspapers for a period of | 


has led to an attempt to establish 
municipal licensing. 

RMA’s plan proposes that man- 
ufacturers publicize their fran- 
chised dealers as repair centers 
and advise the public to patronize 
only authorized dealers. 

The board approved proposals 
for merging the association’s 1949 
convention with the annual meet- 
ing of radio parts manufacturers, 
and to formulate plans for cele- 
brating RMA’s 25th anniversary 
next year. 


Amity Names Biebel 


Fred A. Biebel has been ap- 


two months, emphasizing skiing in| pointed sales promotion manager 
Canada, the dependability of snow, of the chain drug division of 
and that no passport is necessary | Amity Leather Products Company, 
to enter the country. West Bend, Wis. He will direct 

Copy was prepared by Cock-| the company’s sales expansion in 
field, Brown & Co., Montreal, and| both wholesale and chain drug 


placed through McCann-Erickson, | fields. 

New York. ‘calcite 

Reioi Fisher Ke To Armstrong, Schleifer 
ejoins risher Agency Armstrong, Schleifer & Ripin, 


R. L. Capstick has rejoined| New York, has been appointed to 
James Fisher Company, Toronto, handle the advertising of Inde- 
| as account executive. For the past pendent Music Publishers, which 
| 


two years he has been with Rock-| offers a complete music reproduc- 


_A-Bye Products Ltd., Toronto. ition service. . 


eee wanta 

leap all 
over a 14,000 square 
mile sales area? 


PHILADELPHIA'S PIONEER VOICE 
BASIC MUTUAL 


| REPRESENTED NATIONALLY BY GEO. P. HOLLINGBERY CO. 
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| Proof of © 


Advertisin 
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ee ae omens 


—- In 1947, Field & Stream carried 102.3 
more pages of advertising than Maga- 
zine “Y” and 124.5 more ages of ad- 
vertising than Magazine “he 


(Linage mg from Printers’ Ink com- ve 
pilation of 1947 magazine linage) ag 
ee 


The most important measurement of any magazine is 

—“sales results.” Sales results is the reason why more 

advertisers used more space in Field & Stream in 1947 

and for the past 37 years than in any other sportsman’s 
j magazine! 
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__ As we have said time and time again... . Any way you measure it, Field & Stream 
is America’s Number One Sportsman’s Magazine! 


The point-of-sale 
for more thar 
GOO.000 top-flight 
sportsmen! 
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JWT Transfers Kuneau 


John Kuneau, who opened the 
J. Walter Thompson Company’s 
first office in Mexico City in 1943 
and later was in the Detroit office 
for two years, is now back in the 
agency’s New York office as an 
account representative. 
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GEYER PUBLICATIONS —Est. 1877—Aiso Publishers of GEYER'S TOPICS, TWE GIFT & ART 
GUYER, OFFICE MANAGEMENT & EQUIPMENT, and Trade Directories. 260 Fifth Ave, WLY.1 
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‘Post’ Promotes 
New Sunday Issue 


Boston — The Boston Post has 
inaugurated a six-week advertis- 
ing drive designed to boost its 
Sunday circulation, at an in- 
creased price. 

Formerly selling at 10 cents, the 
Sunday Post price was raised to 
15 cents, effective Feb. 1. At the 
same time, Parade and new comics 
were added. 

Seventy New England papers 
are carrying copy ranging from 
1,100 to 5,200 lines. In addition, 
11 radio stations are using one- 
minute spots. Car cards, 24-sheet 
posters and painted boards are be- 
ing used to back up the drive. 


Elects van den Berg 


P. van den Berg, formerly vice- 
president and general manager, 
has been elected president of 
North American Philips Company, 
New York. A. Vernes has been 
named president of Philips Ex- 
port Corporation, succeeding Mr. 
van den Berg, who becomes chair- 
man of the board. H. G. Noord- 
berg has been appointed a vice- 
president, and F. T. Page, treas- 


urer of Philips Export. 
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yourself-or let your 


TEAR YOUR HAIR 


If you're troubled with deadline dithers, use Fototype- 
the NEW typesetting method. Takes minutes instead of 
hours. Takes cents instead of dollars. Compose type 


used everywhere by agencies, advertising departments- 
everyone in advertising. For headlines to full ads-do 
it yourself with Fototype. 


Get a free catalog-75 Fototype styles ready for speedy, 
economical typesetting.* 


* NOTE: Not one piece of metol type used in this 


, # 
Cir TS 


office boy do it. Fototype now 


ad—only Fototype —ond your office boy could 
have done it! 


Koflolyvre 


1415 ROSCOE STREET, CHICAGO 13 


ADCLUBS ORGANIZE—Aft first meeting of Advertising Federation of America's sixth district group were, left to right: § 


Front row, Paul L. Heestand, Racine; Russel C. Werner, Peoria; Elon G. Borton, president of AFA; Leah L. Anderson, Chi. 


cago; May A. Kohler, St. Louis; Maxine Plate and Fern Keehn, Milwaukee; back row, Marshall Greenberg, ee Frank 


Schroeder Jr., Peoria; Hal Hartwig, Springfield; Paul ©. Smith, AFA's vice-president; Sewell P. Wright, Springfie 
Wilson, St. Louis; Mrs. Dorothy Sevedge, Milwaukee, and Andrew Hertel, Milwaukee. 


Skip Repetition 
in Video Plugs, 
Tele Group Told 


New York — Television prob- 
ably will have to forego use of one 
of radio’s favorite selling tech- 
niques — repetition — according to 
Chester W. Kulesza, television di- 
rector of Batten, Barton, Durstine 
& Osborn. 

‘It has yet to be shown that 
television commercials can stand 
repetition,” he said. “With the ex- 
ception of trademark identification 
—resourceful producers will vary 
the commercials from week to 
week. Since the eye is 85% more 
retentive than the ear, the eye is 
much more resentful of what it 
has seen before.” 

The BBDO executive spoke be- 
fore a television film conference 
held here under the auspices of 
Televiser magazine. 

Pointing out that 280 sponsors 
already are giving video a try, Mr. 
Kulesza predicted that advertising 
expenditures in television may 
run as high as $10,000,000 this 
year. 


Integrate Commercials 


He also suggested that televisers 
will have a special problem in 
keeping the audience by the set 
during the commercial. To keep 
the looker-in from using this pe- 
riod as an intermission, he sug- 
gested that the selling message— 
film commercials being the most 
advisable — should be integrated 
into the program. 


In a later address David Bader, | 


editor of 16mm Reporter, advised 
advertising agencies and television 
stations to hire at least one person 
with a motion picture backgrounc 
and an understanding of televisior 
law to make sure their film ha: 
been cleared for use in the me- 
dium. 

Other speakers at the all-day 
meeting, which was attended by 
300 persons, included Charles J. 
Durban, U. S. Rubber Company; 
Dave Grudebroh, N. W. Ayer & 
Son, and Tom Wright, BBDO. 


70 Stations Order 
BMB Measurements 


Measurements in 121 counties 
and 84 cities located in 29 states 
have been ordered by the 70 sta- 
tions participating in the Broad- 
cast Measurement Bureau Interim 
Audience Measurement this 
March. Results of the survey will 
be available by midsummer for 
use in selling fall campaigns. 

The interim audience findings 
will be distributed without cost to 
all Four A’s and ANA members 
as well as to the participating 
stations. 


Canadian Farm Linage 
Figure Corrected 


Through error, incorrect figures 
were reported for the Free Press 
Prairie Farmer in the Canadian 
farm linage table in the Jan. 19 
issue of ADVERTISING AGE. 

The publication’s commercial 
display excluding poultry, classi- 
fied and livestock should have 
been shown as 694,723 lines for 
1947 and 655,676 lines for 1946. 


“RAMON 


M A N ! 


itations. 


And the buying spree in the Philippines has just 
begun. Present buying is at a rate more than double 


that of 1946! 


The Philippine market is effectively covered by the 
ten Ramon Roces Publications, with a combined 


readership of over 2,000,000. 


QSwefo? PUBLICA TIG & a * 
S.A . ok 2 L | P ys N E 5 
Publishers of THE EVENING NEWS + LIWAYWAY, + ILANG-ILANG 
ALIWAN © PILIPINO KOMIKS * BANNAWAG « BISAYA ~ 


HILIGAYNON + DAIGDIG «+ THE WOMAN’S HOME JOURNAL 


A $400 MILLION 


=== and you don’t have to dive for it! 


The Philippines—Pearl of the Orient—bought 
$400,000,000 worth of American goods in 1946, in 
spite of U. S. production shortages and export lim- 


Each of the Ramon Roces Publications blankets a 
particular dialect sector—a specific income group— 
a determined intelligence level. Unequalled in the 
Islands’ publishing picture, this one group of publi- 
cations influences the reading, thinking, and buying 
habits of the best 2 million of the 18 million Filipinos. 


Here is a market ready to be tapped through the 
Ramon Roces Publications. You don’t have to dive 
for this unmatched pearl—just communicate with us. 


Experts Judged ia 
Ovaltine Claims, 
McMillan Insists 


“T ORONTO—A competent bio- 
chemist, not an advertising man, 
approved a controversial_ad for 
Ovaltine before it was released 
for publication, James J. McMil- 
lan, president of A. Wander Ltd, 
declared here shortly before 3 
special court wound up testimony 
in the case. 

The Canadian Department of 
National Health and Welfare 
charges that the Wander copy, 
appearing in the Toronto Star 
constitutes misleading advertising 
(AA, Dec. 22, ’47) and specialists 
in both bio-chemistry and nutri- 
tion were summoned to testify 
during the lengthy hearing. 

Mr. McMillan explained to the 
magistrate in charge that Oval- 
tine copy had been submitted t 
“experts” before publication, and 
that Wander, in addition, sought 
“strict censorship by a competent 
physiologist.” Asked by an at- 
torney for the government whether 
the consultant was “an advertis- 
ing man,” Mr. McMillan said he 
was a Canadian bio-chemist who 
wanted to remain anonymous, and 
that Wander had agreed that he 
would not be asked to testify 
against the government if an) 
court action was taken. 

The case centers about compara- 
tive nutritional values featured in 
the Ovaltine copy, with the gov- 
ernment claiming that the con- 
tested ad “created an erroneous 
impression” regarding the relative 
value of Ovaltine to basic foods 

The magistrate is expected to 
rule in the case next week. 


Owens-Illinois Glass 
Shifts 4 Managers _ 


Charles M. Dooley, manager of 
the market and consumer research 
division, has been appointed man- 
ager of the merchandising and 
sonsumer research divisions of 
the glass container division of 
Owens-Illinois Glass Company, 
Toledo. Walter D. Plummer, west- 
ern regional market development 
manager, has been named MT. 
Dooley’s assistant. 

Richard R. Fowler, mercha- 
dising manager of the bever: 
industries divisions, has been a 
pointed to succeed Mr. Plumn 
|in Chicago, and Charles E. Des 
has been named market develo 
|ment manager for the central a 
|southeastern region, with hea '‘- 
/quarters in Toledo. 


‘Publishes ‘Globular 
‘Shopping Guide’ 

Travelers Publishing Compan ’, 
|New York, will publish a “Globw- 
lar Shopping Guide,” which w : 
be distributed to passengers on s 
transatlantic and Caribbean fligh’ 
and will feature shopping facil 
ties in New York. 

The guide will carry advertis« 
ments, and the company has sé 
a rate schedule based on $550 fo 
a full page. The initial print orde 
is 100,000 copies. 
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“ROBERT FULTON 


S, was first with his invention of the 
xl first practical steamboat, the Cler- 
man mont, launched on the Hudson River 
casei in 1807...a mighty ally in the early struggle 


vc vitor the economic development and expan- 


d 


"Bion of the United States. And WJR is... 
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IN POWER 
AND RESULTS 


MICHIGAN’S GREATEST 
ADVERTISING MEDIUM 


a Represented by 
cBs PETRY 


“| THE GOODWILL STATION asus. DETROIT 


G. A. RICHARDS HARRY WISMER 
Pres. Asst. to the Pres. 
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Offers Design Service 


Barnes & Reinecke, Chicago in- 
dustrial design organization, has 
announced a new service in prod- 
uct and package design which it 
is offering to all advertising agen- 
cies. B&R will provide advice on 
design by consultation with agen- 
cies “individually, or at their sug- 
gestion, with their clients.” 


Timken to MacManus 


Timken-Detroit Axle Company 
has appointed MacManus, John & 
Adams, Detroit, to handle its ad- 
vertising. National media and key 
city newspapers will be used for 
Timken silent automatic oil burn- 
ers, plus a strong dealer campaign 
in newspapers and direct mail. 
The agency also will direct the ad- 
vertising of the axle and brake 
divisions. 
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Reynolds, Buffum 
Ready Ball-Point © 
Perfume Holders 


Cuicaco—If Reynolds Pen Com- 
pany ever makes autos, airplanes 
or anything else—except possibly 
diving suits—they undoubtedly 
will be the kind that work under 
water. 

The company is still making 
ball pens that write under water, 
and last week it made first ship- 
ments of the new Reynolds Per- 
fumer, a_ three-inch-long ball- 
point container which can roll on 
perfume under water. 

The perfume is Richard Hud- 
nut’s “Yankee Clover,” “Three 
Flower” or “Gemey” scents. Hud- 
nut has assigned to Reynolds the 
right to use its scents. Filled with 
“Gemey,” the dispenser retails at 
$1.49, with refills at 98 cents; dis- 
pensers with the other two scents 
sell at 98 cents and refills at 69 
cents. « 

Franklin Lamb, president of 
Reynolds, told AA that “if as 
many people who don’t want to 
apply perfume under water buy 
the Perfumer because it works 
under water, as people who didn’t 
want to use our pens under water 
bought them because the pens 
write under water, we will be 


| very satisfied.” 


Buffum Pen Readied 


While there have been other 
ball- point perfume _ dispensers, 
Reynolds is the first to use a na- 
tionally advertised perfume in its 
product. Buffum & Co. here, bro- 
kerage for several types of mer- 
chandise, has announced a new 
Buffum Pipette ball-point per- 
fume dispenser, using an unnamed 
perfume. 

Frank Buffum, president, told 
AA that the Pipette will be filled 
with the best perfume obtainable, 
made by a leading advertiser, but 
the brand will not be revealed. 
Originally, Buffum announced its 
applicator would contain either 
“Chanel No. 5,” “White Shoul- 
ders,” “Shocking” or other lead- 
ing brands. The Pipette, which 
retails at $1.49, will be advertised 
this spring in The American 
Weekly and possibly other pub- 
lications, through Lern-Wyly, Chi- 


cago agency. 

Reynolds’ dispenser will be pro- 
moted as containing “10,000 Ex- 
citing Touches,” as well as usable 
under water. As to advertising, 
Mr. Lamb said, “We will break 
it through the retail stores and 
see where it goes.” The Whelan 
stores will be first to advertise 
the product. 


Makes New ‘Flier’ Pen 


Mr. Lamb, who once promoted 
Reynolds pens as the first post- 
war miracle product, calls the 
ball-point perfume dispensers “the 
newest prewar miracle, because 
all the postwar miracles have 
been used up.” 

Reynolds this week is revealing 
its new Reynolds Flier ball pens, 
with Macy’s and United Whelan 
scheduled to launch the product 
with heavy advertising in New 
York and other eastern cities. 

The newest ball pen by this 
pioneer in the field sells at 39 
cents, with refills costing 19 cents. 
Reynolds’ first pens retailed at 
$12.50. Mr. Lamb. said 750,000 
pens have been ordered, the re- 
sult of one direct mail piece sent 
to 35,000 jobbers and a few large 
retail organizations. 


Cory Corp. Organizes 
Canadian Company 

Cory Corporation, Chicago, has 
formed Cory Corporation (Can- 


ada) Ltd. at 3300 Dufferin St., 
Toronto, for the manufacture and 


sale of Cory glass coffee brewers | 


and coffee brewing equipment 
throughout the deminion. J. Ar- 
thur Crouch, Cory Canadian head 
of sales and promotion, has been 
named president and general man- 
ager of the new subsidiary. 

J. W. Alsdorf, president, A. N. 
Pritzker, chairman, and H. G. 
Blakeslee, vice-president and gen- 
eral manager, all of the parent 
company, will serve on the board 
of directors. 


Starts Bra Campaign 


Peter Pan Foundations, New 
York, is launching a campaign for 
circular stitched merry-go-round 
bras, using magazines, newspapers, 
bus cards and outdoor posters. 
The agency is Ben Sackheim, Inc., 
New York. 


Somertield to Helbros 


Ralph M. Somerfield, formerly 
with the Benrus Watch Company, 
New York, has joined the adver- 
tising department of the Helbros 
Watch Company, New York. 
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‘Theatre Arts’ 
Seeks New Backe; 


New YorK—Theatre Arts, 39. 
year-old magazine of the sx age, 
will not publish a March i.sue 
and unless new backers are ac. 
quired, will cease publication »er- 
manently, due to high produ tion 
costs. 

Owners of the magazine are 
Robert W. Dowling, presiden: of 
the City Investing Company, anq 
Henry Steeger, head of Popula; 
Publications, who bought the 
magazine in 1945 from Mrs. Edith 
J. R. Isaacs. Mrs. Isaacs had bee) 
associated with the publication as 
owner, editor and business man- 
ager since its inception. 

Theatre Arts began as a quar- 
terly in 1916 in Detroit, moved 
here in 1919 and became a monthly 
in 1924. Its current circulation 
guarantee is about 25,000. 


Kaplan Opens Office 


Maurice Serle Kaplan, former 
art director and production super- 
visor at Henry Holt & Co., New 
York publisher, has established his 
own Office as a free-lance designer 
of books and other forms of print- 
ing at 130 W. 46th St., New York. 


Appoints William Nigut 
William C. Nigut, who before 

joining the Navy was with the 

Cleveland office of Beaumont & 


|'Hohman, has been appointed ad- 


vertising and merchandising man- 
ager of Grocer’s Digest, Chicago 
He succeeds Charles E. Hollander 


SALISBURY 


NORTH CAROLINA | 
16th In Population Ranks 
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RETAIL SALES 


Write for copy of 


BRAND PREFERENCE SURVEY 


Evening and Sunday Morning | 
SALISBURY, N. 4 


WHAT! 
NO 
DOORMAN? 


Our readers don’t need outward trap- 
pings. They want help in running 
better homes. Our 100% service articles 
screen out casual readers, screen in 
3,000,000 heavy-buying families who 
spend billions every year on everything 
that goes into homes. We'd like to 
show you how economical in results 
your story in BH&G can be. 


y: 


AMERICA’S FIRST SERVICE MAGAZINE 
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In the fight game they say “always bet on the champ.” That's 
what you building industry advertising leaders did when you 
bought space in the Building Supply News Dealers’ Directory 


for 1948. 


It’s the champ because it has the 
Largest volume of advertisers 


Largest number of Paid Dealer Subscribers 
Widest use among lumber and building ma- 


terial dealers 


Biggest Selling Power for Advertisers 
Total Distribution — 21,500 copies to Dealers 


and Wholesalers 


85% of the Buying Power 


ever before bought space in the 


1948 BSN Dealer’s Directory 
“The Lumber Dealers’ Bible” 


NEVER SUCCESSFULLY IMITATED 


And that isn’t all. This is the book that’s used daily by lumber 
dealers and their employees for buying, for reference, for in- 
formation about advertisers’ products. 


Remember, too, that 


100,000 contractor-builder customers of dealers read the ad- 
vertising pages over the dealer’s shoulders. Through Practical 
Builder, month after month, they are directed to this source of 


information. 
The BSN Dealers’ Directory is the only book of its kind that 
delivers so much value to readers and advertisers. 


These advertisers made a good buy because... 


The BSN Dealers’ Directory is the book dealers wait for—use and 
read from cover to cover the year around. It’s the book with the 


widest distribution that has been a complete sell-out for years. 


Published by Building Supply News, the First 
Lumber Dealer Publication in the building 
industry. 


Comments from Readers prove BSN Directory is The Champ — the Blue Ribbon Book of Building 


“We use your DIRECTORY continually, 


“1 do not think of anything thot has 


all the people in our organization who use.” 


George E. Voorhees, MICHIGAN 


for locating sources of material and 
merchandise, getting specifications on 
items in which we are interested and 
especially for looking up information 
in your convenient estimating tables. 
We value it highly.” Fred Wehrenberg, 
STANDARD LUMBER & SUPPLY CO., 


Ft. Wayne, Ind. . 


“We use the BSN DIRECTORY constant- 
ly to find the names of manufacturers 
and jobbers of various items. Hardly a 
week passes that we do not have some 
use for the surveying tables. In our 
office the directory is used by all of the 
buyers for the various departments.” 
R. J. Connor, C. C. COLLINS & SON, 
INC., Madison, Wisc. 


been asked us regarding materials that 
we handle that are not answered in 
BSN DIRECTORY. We find the book 
very useful.” E. W. Ladd, ALBANY 
BUILDERS SUPPLY CO., Albony, N. Y. 


“This BSN DIRECTORY is o valuable 
part of my business which is selling 
building specialties. With it | am a 
source of information for architects and 
builders, and am constantly answering 
“Where can | get it?’ Robert Syming- 


ton, Miami, Fla. 
® 


“We believe that the BSN DIRECTORY 
is the best publication of its kind in 
our industry. We keep it accessible to 


have occasion to use it.” J. T. Monnig, 
MISSOURI STEEL & WIRE CO., St. 


Louis, Mo. 
° 


“We are fortunate in having several 
copies of the BSN DIRECTORY, all of 
which are in circulation among our 
office personnel . . . we also use it for 
training new personnel.” A. O. Lamp- 
land, LAMPLAND LUMBER CO., St. 


Paul, Minn. 
a 


“Ll was so impressed with the new BSN 
DIRECTORY that | took it to our man- 
agers’ meeting today to see how many 
of our men had this publication, and 
| want to make sure that each of them 
has a copy on his desk for day-to-day 


WHOLESALERS, INC., Jackson, Mich. 
* 


“We use the BSN DIRECTORY through- 
out the year and keep it as always in 
@ prominent place in our office, avail- 
able for quick reference.” William E. 
Bragg, KEYSTONE BUILDERS SUPPLY 
CO., INC., Rochester, N. Y. 

2 


“Thanks for the most comprehensive 

reference book for our industry—the 

BSN DIRECTORY!” G. A. Ward, AN- 

DERSON LUMBER CO., Ogden, Utah. 
” 


"We feel that the BSN DIRECTORY is 
indispensable to any dealer, both for 
his own and his customers’ use.” H. P. 
Burum, Jr., BURUM CO., Augusta, Ga. 


BUILDING 


Abesto Manufacturing Corp. 
Adams Company 

Adams Rite Manufacturing Co. 
Aetna Plywood & Veener Co. 
Aetna Steel Products Corp. 
Air-Tite Window Stay Company 
Akron Products Company ; 
Alabama Metal Lath Company 
Alan Wood Steel Company 

Allen Stee! Products Company 
Allied Building Credits, Inc. 
Aluminum Co. of America 
Aluminum Industries, Inc. 
Aluminum Window Corporation 
American Brass Company 
American Cabinet Hardware Corp. 
American Central Manufacturing 


rp. — 

American Floor Surfacing Machine 

Company 
American Lumber & Treating Co. 
American Steel & Wire Company 
Andersen Corporation 
Anti-Hydro Waterproofing Co. 
Archer-Daniels-Midiand Co. 
Armstrong Company 
Armstrong Cork Company 
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Artcraft Venetian Blind Manufac- 
turing Company 

Arvey Deehorstien 

Asphalt Roofing Industry Bureau 

8 & T Metals Company 

Barber-Greene Company 

Barrett Division 

Barrows Lock Works 

Bennett-lreland, Incorporated 

Besser Manufacturing Company 

Biddle Purchasing Company 

Bilco Manufacturing Company 

Bird & Son, Incorporated 

Bostwick Steel Lath Company 

Bradiey Lumber Company 

Brick & Clay Record 

Bruce (E. L.) Company 

Bugher Manufacturing Company 

Building Supply News 

Busch (A. G.) Company, Inc. 

Cabot (Samuel), Incorporated 

Caldwell Manufacturing Co. 

Carlson & Sullivan 

Carlson (A. B.) Company 

Carney Company, Incorporated 

Carr, Adams & Collier Company 

Casein Company of America 


Ceco Steel Products Corporation 
Celanese Corporation of América 
Celotex Corporation 
Cerasea! Chemica! Corporation 
Chain Belt Company 
Chapman Chemical Company 
Chromite Company 
Clark-Babbitt Industries, Inc. 
Clark Sanding Machine Company 
Classified Ads 
Cleveland Lock Works 
Clinton Metallic Paint Company 
Columbia Steel Company 
Commercial Credit Company 
Connor Lumber & Land Company 
Consolidated !ron-Steel Manufac- 
turing Company : 
Construction Machinery Co. 
Consumers Company 
Continental Steel Corporation 
Copco Steel & Engineering Co. 
Crane Electric Industries 
Creo-Dipt Company, Inc. 
Creswell Concrete Products Co. 
Croft Stee! Products, Incorporated 
Cuprinol Division (Darworth, Inc.) 
Dant & Russel!, incorporated 


Decorite, Incorporated 

Dennis (W. J.) & Company 
Detroit Steel Products Company 
DeWalt, incorporated 
Dobeckmun Company 

Donley Brothers Company 
Douglas Fir Plywood Association 
Dow Chemical Company 

Duplex, Incorporated 

Economy Bias Binding Company 
Elliott Paint & Varnish Company 
Equipment Engineering Company 
Exchange Sawmills Sales Company 
Fastener Corporation 

Federal Industries, Incorporated 
Fiddes-Moore Company 

Fir Door Institute 

Firestone Tire & Rubber Company 
Firtex ’ 

Fleming Manufacturing Co., Inc. 
Fletcher, Terry Company 
Fiex-Arm Manufacturing Company 
Flex-O-Glass Manufacturing Co. 
Flintkote Company 


Flynn (Michael) Manufacturing Co. 


Ford Motor Company 
Formica Insulation Company 


Frantz Manufacturing Company 
Gabriel Steel Company 
Gary-Pioneer Stee) Corporation 
General Implement Corporation 
GMC Truck & Coach Division 
Getty (H. S.) & Company 
Gibbs Boardtile Company 
Gibson-Homans Company 
Goldblatt Tool Company 
Goodcraft Metal Products Co. 
Grand Rapids Hardware Company 
Gregg & Son, Incorporated 
Harbor Plywood Corporation 
Harris, Incorporated 
Heatilator, Incorporated 
Hemphill (A. D.) Company 
Heston & Andersson 
Hines (Edward) Lumber Company 
Hoboken White Lead & Color 
Works 
Hope's Windows, Incorporated 
Horton Manufacturing Division 
Hosking Paper Company 
Hotchkiss (E. H.) Company 
Hyster Company 
Ideal Brass Works 
ideal Hanger Company 


Illinois Porcelain Enamel Co. 
Insulite Division 
International Nickel Company 
International Steel Company 
Jaeger Machine Company 
Johns-Manville Corporation 
Keasbey & Mattison Compan 
Keller Products inetmansben 
Kewanee Manutacturing 
Keystone Varnish Company 
Kimberly-Clark Corporation 
Koolvent Metal Awning Company 
Lawson (F. H.) Company 
Legion Stainless Sink Corp. 
Libbey, Owens, Ford Giass Co. 
Lindemann (A. J.) & Heverson Co.. 
Little (H. C.) Burner Company 
Lockport Cotton Batting Company 
Lockwood Hardware Manufacturing 
Legen team 
ogan Company 
Louden Machinery Company 
Louisville Cement Company, Inc. 
Lowe Brothers Company 
Majestic Company 
Mall Too! Company 
Malta Manufacturing Company 
Marquette Cement. Manufacturing 
Company 
Marsh Wall Products, Incorporated 
Masonite Corporation 
Material Movement Industries 
McKin Manufacturing Co. 
Medusa Portland Cement Co. 
Mesker Brothers 
Metal Crafters, incorporated 
Metal Tile Products Company, Inc- 
Metal Trims incorporat: 
Milcor Steel Company 
Mineral Pigments Corporation 
Modern Specialties Company 
Monarch Metal Weatherstrip Corp. 
Moore, Goodloe E. 
Morgen Company - 
National Clay Pipe Manufacturers, 
Incorporated 
National Gypsum Company 
National Lock bg g won A 
National Mortar & Supply Co. 
National Plywoods 
New Holland Metals Company 
New Monarch Machine & Stamping 
Company 
New York Wire Cloth Company 
Nickey Brothers, Incorporated 
Nolan Company 
NuWall Manufacturing Company 
O'Brien Corporation 
Orton Crane & Shovel Company 
Owens-Corning Fiberqlass Corp. 
Owens-Illinois Glass Company 
Pecora Paint Company 
Penn Metal Company, Incorporated 
Pittsburgh Plate Glass Company 
Potts-Farrington Company 
Practical Builder 
Precision Parts Corporation 
Premier Metal Products Corp. 
Prestile Manufacturing ag gf 
Price Fireplace, Heater ank 
Corporation 
Puritan Cordage Mills, Inc. 
Rapids-Standard Company, Inc. 
Reardon Company 
Red Cedar Shingle Bureau 
Red Devil Tools 
Red Star Products, Incorporated 
Reynolds Metals Company 
Richkraft Company 
Rilco Laminated Products, Inc. 
Robinson Clay Product Company 
Roddis Lumber & Veneer Co. 
Ross Carrier Company 
R.O.W. Sales Company 
Saint Paul Corrugating Company 
Salter (H. B.) Manufacturing Co. 
Saranac Machine Company 
Schalk Chemical Company 
Seneca Wire & Manufacturing Co. 
Sheffield Bronze Paint Corporation 
Shepler Manufacturing Company 
Shirley Corporation 
Silbernagel, George J. 
Silent Hoist & Crane Company 
Sisalkraft Company 
Smith (T. L.) Compan 
Sol-O-Lite atahantecktis Co. 
Sommer Metalcraft Company 
Sonoco Products Company 
Southern Galvanizing Company 
Standard Dry Wall Products Co., 
Incorporated 
Standard Register Company 
Standard Stee! Cabinet Company 
Stanley Works 
Steelcraft Manufacturing Company 
Stewart Iron Works Co., Inc. 
Superior Fireplace Company 
Swartwout Company 
Tamms Silica Company 
favart Company 
fel-O-Post Company 
Tennessee Coal, tron & R. R. Co. 
Thorn (J. S$.) Company 
Toledo Plate & Window Glass Co. 
Trimedae, Incorporated 
Trinity Portland Cement Company 
Truscon Stee! Company 
Trussbilt Division of Siems Brothers. 
Incorporat 
Twin-Tilt Truck Company 
Tylac Company 
U. S. Plywood Corporation 
Unit Structures, Incorporated 
United States Steel 
Universal Zonolite Insulation Co. 
Upson Company 
Upton Sales Company 
Van Packer Corporation 
Vento Stee! Products Co., Inc. 
Vikre (J. N.) Company 
Vita-Var Corporation 
Wappat (Fred W.). Incorporated 
Warner Ventilator Company 
Warp Bros. 
Weatherproof Products Corp. 
Werner (R. D.) Company 
Wesco Water Paints, Incorporated 
Western Pipe Ass'n. 
Western Reserve Manufacturing 
Company 
Westinahouse Electric Corporation 
Wickwire Spencer Steel Division 
Wilbur & Williams Paint Corp. 
Williams (C. K.) & Company 
Williams Plywood Company 
Wilmac Metal Products 
Window Conditioning Company 
Wollaeaer Steel Company 
Yale & Towne Manufacturing Co. 
Youngstown Manufacturing, Inc. 
Zegers, Incorporated 
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eral court decisions, and the ne- 
cessity for building up a larger 


Universal Pictures ‘ 7 
Boosts ‘47 Income, |tresse i, bake operating costs. 
But Profit's Down ‘Purex Names Sullivan 


New YorkK—Universal Pictures, ' 
: rex re) Bi - 
Company reports that its profits iets aanenen the take 2. 
declined last year, although gross Sullivan agency, New York, to 
revenue hit a new high, $64,958,- handle its advertising. The agency 
405, compared with $53,934,405 for has announced that it will no 
the previous year. longer handle the account of Na- 
Net profit for the year ended tional Beauty Supply Company, 
Nov. 1, 1947, amounted to $3,230,- |New York. 


G-E Promotes Brock 


Albert J. Brock, manager of the 
home bureau, has been named as- 
sistant manager of construction 
/materials sales of General Electric 
'Company, Bridgeport, Conn. I. P. 
Pruitt, assistant manager of the 
home bureau, has been appointed 
to succeed Mr. Brock as manager. 


Appoints Walter Garlow 
Walter F. Garlow, formerly di- 

rector of advertising and super- 

vising engineer of Matco Products, 


\Inc., Burlington, Vt., and Jersey 
City, N. J., has been named ad- 
vertising manager of the Hewitt 
rubber division of Hewitt-Robins, 
Inc., Buffalo. 


Bureau Names Talbott 


Arthur D. Talbott has been ap- 
pointed research manager of the 
Pacific Coast division, Bureau of 
Advertising, ANPA, with head- 
quarters in San Fraricisco. Mr. 
Talbott formerly was director of 
research of Agricultural Advertis- 
ing & Research, Inc., New York. 


Senix Adds Daniels 


Dan Daniels, formerly adve: :is- 
ing manager of Consolidated S: w- 
ing Machine Company, New York 
has joined Senix Aerial, White 
Plains, N. Y., as advertising 4j- 
rector. 


Kelly Joins C&P 


Thaddeus Kelly, formerly 4 
radio time buyer at Batten, Bir- 
ton, Durstine & Osborn, has joined 
Cecil & Presbrey, New York, i» a 


like capacity. 


017, compared with $4,565,219 for 
the previous 12 months. 

The increase in income was ac- | 
counted for by the revenue from | 
the company’s 8 and 16 mm. film | 
division (last year Universal ac- 
quired Castle Films and the Bell 
& Howell Filmosound Library, 
consolidated through United World 
Films, a wholly-owned subsid- 
iary), and from the distribution of 
J. Arthur Rank pictures. 

The decline in profits is laid to” 
the expense of setting up the 8 and | 
16 mm. division, the new distribu- 
tion setups required following fed- 


PEORIAREA 


A bigger share of the audience than) 
all other Peoriarea stations combined! | 
Proof of WMBD’s continuing leader- | 
ship is found in the latest (Oct.-Nov., | 
1947) Hooper Station Listening wacanl 


A, B, C, D — Peoriarea Stations. 


* Adjusted to compensate for 
fact that these stations do 
not broadcast in evening. 


EVENINGS 


Dollar for dollar, WMBD is 


your best buy in Peoriarea! 


PEORIA 
CBS Affiliate © 5000 Watts 


Free & Peters, Inc., Nat'l. Reps. 


depa tmer 
fication. | 
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Black’s Downstairs store. 
Water loo Store An 828-line institutional ad for 
: Standard Oil Company of Indiana 
: Sets N Cw High topped the men’s list of arene we 
rk, z national advertisements in this 
ite in Basement Ad issue and a 500-line introductory 
ii Nrw York—A local department | offer advertisement for Sweet- 
store advertisement in the Oct. 23; heart soap ranked first on the 
wat: “loo Daily Courier established women’s list. 
a nw high in the readership 
4 seric: conducted by the Advertis- Hoyt Elects Two V.P.s 
t= Ti ing Research Foundation in the) ©.B. Donovan, head of the con- 
ed iepa tment store-basement classi-/tract and media department, and 
. fcation. This ad was placed for! Jack Luca’, copywriter, have been 


elected vice-presidents of Charles 
W. Hoyt Company, New York. 
R. W. Mickam, copywriter, has 
been appointed to succeed Mr. 
Donovan as secretary of the com- 
pany. 


To Campbell-Mithun 
Campbell-Mithun, Chicago, has 
been appointed to handle the ad- 
vertising of Quality Chekd Ice 
Cream Association, product con- 
trol, advertising, merchandising 
and sales organization of 39 re- 
gional ice cream manufacturers. 


Chester Council 
Abandons Ad Tax 


CHESTER, Pa.—A proposed 2% 
tax on gross advertising receipts 
of newspapers and radio stations 
here has been abandoned by the 
city council following an opinion 
by the city solicitor that “it prob- 
ably would not hold up.” 

The ordinance, approved last 
month and scheduled for final 
adoption, had been denounced in 


Youve got to do plenty of telling to get anything 


across... you know what it takes in selling ... repetition 


... frequency .. . Continuity! 


ad 


In Collier’s your budget will buy Continuity! 


At Collier’s lower page rate you can deliver high mass 


impact with Continuity! 


YOU reach ’em regularly. 


They buy more regularly from YOU. 
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Collier’s for Continuity 
More TELLING 


means Wore SELLING 


a front page editorial in the Ches- 
ter Times as a reprisal for the 
paper’s opposition to the council 
in recent elections (AA, Dec. 22). 
Publisher Alfred G. Hill had 
declared that the paper (Chester’s 
only daily) would fight the tax in 
court if it was passed. Mr. Hill 
noted that there were no radio 
stations nor other dailies inside 
the city limits, and charged that 
the tax would be discriminatory. 


Sales Execs to Meet 
in New York June 13-16 


The National Federation of 
| Sales Executives will hold its 1948 
convention at the Waldorf-Astoria, 
|New York, June 13-16. Plans in- 
clude a giant sales rally. 

Phil Kelly, director of adver- 
tisinfg, National Distillers Products 
Corporation, is serving as chair- 
‘man of the convention committee: 


‘Two Appoint Aldridge 

A. E. Aldridge Associates, Phila- 
delphia, has been appointed to 
handle the advertising of Hock 
|Paint & Chemical Company, 
'Phoenixville, Pa., and Bethlehem 
‘Foundry & Machine Company, 
Bethlehem, Pa., manufacturer of 
chemical processing equipment. 


‘~ 


“The home office 
sure had the “low-down” 
on this dealer situation!” 


ACB Tie-in Reports will keep you in- 
formed on dealer activity in any or 
of the 1,393 shopping centers in which 
daily newspapers are published. When 
ou examine an ACB Dealer Tie-in 
eport you can tell at a glance how your 
dealers are promoting your line in com- 
parison to that of your competitive 
dealers. Your position in remote towns 
shows up clearly. 


| ACB Newspaper Research Reports sub- 
mit evidence on such ints as... is 
your advertising too light for the job, 
or, unnecessarily heavy ... are your 
dealers cooperating . . .‘‘pricings’’. . . and 
a multitude of other facts from which 
| accurate deductions can be made. 


ACB Dealer Tie-in Reports enable the 
| home office to direct a salesman to 
where he is most needed ... sends the 
salesman into the dealer’s store with 
undisputable local facts pertaining to 
your brand. They may be ordered see. 
riodically or 
services sent 


tionally or nationwide— 
continuously. Catalog o 
executives on request. 


Send for Catalog 


Gives details of 12 re- 
search services—cevers 
wide range of subjects 
—tells how to estimate 
cost--suggests many 
applications of informa- 
tlon furnished —gives 
names of satisfied users. 


79 Madison Ave., NEW YORK (16) 
538 S. Clark St., CHICAGO (5) 


16 First Street, SAN FRANCISCO (5) 


_ ADVERTISING 
| CHECKING BUREAU 
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| MERRY-GO-ROUND 


OU'LL find few “brass rings” in New York in 
1948. To sell more goods you must tell more 
people. Merry-go-round coverage of a limited audi- 
ence in the world’s greatest community of homes 
will prove a poor substitute for consistent advertis- 
ing directed at the broadest possible family market. 


As consumers become more selective in their pur- 

chases, advertisers must reach more consumers with 

their sales messages. And in New York there is one 

home-going family newspaper you can count on for 
- maximum family prospects. 


The Journal-American is New York’s most widely 
read evening newspaper . . . reaching more than 
700.000 homes every evening. New Yorkers prefer 
the Journal-American nearly two-to-one over the 
second paper. The Journal-American family audi- 
ence exceeds that of the second and third evening 
papers combined. 


To this intensive market coverage add intensive 
family readership and you have a force for sales 
unequalled in the New York evening field. 


To move more merchandise you need more cus- 
tomers. That is what the New York Journal- 
American delivers in overwhelming numbers. 


, 


YOUR STORY STRIKES HOME IN THE 


oe 


(AN AMERICAN }{ PAPER }{ FOR \—-zdfffn\ , 


THE JLAMERICAN }) PEOPLE / > 


NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Transfers Rabsey 


Carl D. Rabsey, horticultural 
manager of House Beautiful, New 
York, has been transferred to the 
general advertising sales staff. 
Gerard L. Finneran, formerly with 
Goodall Company, has joined the 
advertising sales staff as horti- 
cultural manager. 


ESLEY BOWMAN § 


360 NORTH MICHI 


GAN AVE* CHICAGO 


PHONE CENTRAL 0233 


‘Brach Elects Officers 


Edwin J. Brach has been elected 
president of E. J. Brach & Sons, 
Chicago, candy manufacturer, suc- 
ceeding his father, the late Emil 
|'J. Brach. Frank V. Brach -has 
been named executive vice-presi- 
dent, secretary and_ treasurer. 
Three new vice-presidents are 
A. C. Schrier, plant director; Wil- 
liam A. Melody, factory manager, 
and Carl O. Rummelhoff, director 
of purchases. 


Gets Paint Account 


Porter Paint Company, Louis- 
ville, producer of paint and paint- 
ers’ supplies, has placed its ad- 
vertising with W. J. Smith Com- 
pany, Louisville. Newspapers, 
outdoor, direct mail and point-of- 
sale will be used. 


Appoints Martin Agency 

Control Products, Inc., Harri- 
son, N. J., manufacturer of ther- 
mal alarms, has appointed George 
Homer Martin Associates, New- 
ark, to handle its advertising. 
Business papers and direct mail 
will be used. 


TIMES PICAYUNE DAILY 
162,824* 


STATES DAILY 
88,688* 


SUNDAY 
267,356* 


* ABC PUBLISHERS 
STATEMENT, 6 MONTHS 
ENDING SEPT. 30, 1947 


EARN GREATER PROFITS IN THE 
SOUTH’S GREATEST MARKET 


lt doesn’t take ‘‘dead-eye Dick” to get results in New Orleans! 


The dominant morning Times Picayune is a tried-and-proved 
shopping guide for 7 out of every 10 New Orleans women. 
The productive evening States, preferred for its features and 
award-winning reporting, profitably influences purchases in 
over 85,000 (largely unduplicated) homes. 


It actually costs you less money per reader to advertise in 
the combination Times Picayune—New Orleans States than 
in any other media in the profitable postwar New Orleans 


THE TIMES PICAYUNE 
NEW ORLEANS STATES 


Member A. N. A Network Representatives: Jann & Kelley, Inc. 


P. O. Tries K. O. on Added 
Cost of Mail Pay Rates 

WASHINGTON — This office has 
piled up many a telegraph bill re- 
cording the misfortunes of busi- 
ness men caught in the processes 
of administrative agencies. Thus 
this special emphasis on the some- 
what poetic turn-about which 
finds the Post Office Department 
accusing another government 
agency of high-handedness in ad- 
ding $40,000,000 to the cost of 
transporting the mail. 

Postmaster General Jesse Don- 
aldson came out punching against 
an interim award of the Inter-| 
state Commerce Commission in- 
creasing mail pay rates to rail- 


ruary, 1947. He wants the 25% 
award reconsidered; and he would 
like to head off a further 20% in- 
crease still pending before ICC. 

' In the best NAM vernacular, | 
government lawyers working for 
Mr. Donaldson termed ICC’s “in- 
terim” award “arbitrary, 
cious and an abuse of discretion, | 
| without the observance of pro- 
cedure required by law, unsup-| 
ported by substantial evidence 
and contrary to the fundamental 


law.” 

| Meanwhile the rail rate increase 
is proving a boon to House post 
|office committee chairman Ed 
| Rees (R., Kan.), sponsor of a bill 
_to inerease postal revenues by 
| $110,000,000 annually. Postal com- 
| mittee staff members estimate that 
increased rail rates more than off- 
set the additional revenue which 
Rep. Rees hopes to get from sec- 
ond class and some other classes. 
Renewing pressure for a rate in- 
crease, Rep. Rees last week re- 
minded the House that each 
month’s delay costs the depart- 
ment $9,000,000 “in lost revenue.” 

Bo ok * 


| James C. Petrillo pulled a “turn- 
/about” on former FCC Chairman 
|Charles Denny, now with NBC. 
| With Denny looking on, Petrillo 
and his staff dipped liberally into 
,the “Blue Book” prepared under 
| Denny’s direction, to support their 
|claim that stations make hand- 
/some profits from records, and pay 
little to musicians. From the “Blue 
Book,” AFM reported average sta- 
tions employing less than a third 
of a full-time musician, and pay- 
ing $1.50 to salesmen for every $1 
spent on music. AFM’s most spec- 
tacular moment came when at- 
torney Milton Diamond reported 
that a single 
grossed $185,000 last year. 
be * 

Housing expediter Tighe Woods 
,told the Senate banking and cur- 
'rency committee that it is going 
‘to take some selling to introduce 


prefab homes to Americans. He | 


|departed from an appeal for con- 
tinued rent control to admit that 
"public resistance to unconven- 
itional housing exceeded govern- 
;ment expectations. 


members are debating a rent in-| 
'erease for tenants who refused | 


‘leases last fall. They claim con- 


| tinued low rent for non-leasees is | 


| unfair to those who accepted 15% 
increases on the assumption that 


| controls would end Feb. 29. 


* t% * 
Federal tax cuts mean more 
/ready cash in the market. The 


President’s $40 per person plan 
means $3.2 billion, almost entirely 
| for those with incomes under $5,- 
000; in fact, mostly for individuals 
with maximum incomes of $1,000, 
couples with incomes of $2,100 
|}and families of four with top in- 


By STANLEY E. COHEN, Washington Editor. 


capri- | 


requirements of due process of | 


Chicago disc jockey | 


Committee | 


advertising Age, February 


comes of $4,300. The Knuts ) 
plan now before the House co: s 
$6.3 billion, according to ti. 
Treasury, with about two-thir:is 
of the benefits for the “under 
$5,000” group. Treasury says tie 
Knutson plan means 30% cits 
for 23,700,000 taxpayers with 
incomes after exemptions of $1 .- 
000; 20 to 30% cuts for 7,900,000 
in the $1,000 to $1,400 bracket; 
20% for 12,500,000 in the $1,400 
to $4,000 group and 10 to 20% for 
1,700,000 “over $4,000.” As it 
stands there are 43,000,000 income 
| taxpayers (compared with 4,000,- 
1/000 in 1939). The administration 
| bill takes 10,300,000 off the roles: 
'the Knutson bill, 6,200,000. 
* a 


oo 


— 


roads by 25%, retroactive to Feb- | 


Undaunted by presidential fail- 
'ure last year, congressional com- 
/mittees are trying to “talk down” 
prices of basic commodities, and 
with a measure of success a joint 
|housing committee recently 
brought about a 10% cut in lum- 
ber prices—one of the most in- 
|flated building costs — following 
| conferences with industry leaders 
| (Commerce Department says lum- 
ber, once 19% of building cost, hit 
26% by November, 1947). 

The congressional housing group 
has unearthed some interesting 
reasons for “gray markets” in 
products like gypsum. Staff mem- 
|bers find that the producers are 
shipping to dealers by “historic” 
quotas, regardless of current need. 
Result is spot surpluses in certain 
parts of the country and an invi- 
tation for “gray marketeers” to 
“redistribute” the surplus to short- 
age areas—at a fat profit. 

Interior Secretary Julius Krug 
'wants Congress to authorize pro- 
motion of a huge synthetic fuels 
program as a safeguard against 
the day when petroleum resources 
may be inadequate. Krug, who 
went through WPB’s most critica! 
days, foresees a synthetic fuel in- 
dustry 10 times the size of the 
synthetic rubber industry com- 
pleted during the war. During the 
next five to 10 years, this indus- 
try would cost $9 billion. Eventu- 
ally it would have a capacity of 
2,000,000 barrels of synthetic oil 
daily, about 40% of current con- 
sumption. Krug says Interior De- 
partment labs have synthetic pro- 
cesses which could compete with 
natural crude at prices near to- 
day’s oil market. Present experi- 
mental processes for synthetic 
gasoline from coal cost five to 


seven cents above today’s market. 
* % * 


Commerce Department reports, 
somewhat triumphantly, that pa- 
per and paperboard production 
approached 21,000,000 tons last 
year, about 9% over 1946, and 
'55% over 1939. Nevertheless, with 
ithe newsprint shortage still 
around, the Senate small business 
committee staff continues to in- 
vestigate a newsprint industry for 
Alaska. The committee fears that 
Alaskan newsprint may end up in 
ithe hands of those who already 
have good sources. It suggests 
| that small and medium publishers 
\“get in on the ground floor” by 


| financing their own Alaskan mills, 
‘or by arranging long-term con- 
itracts with others who may be 
willing to take the risk of build- 
ing the mills. 


Macfadden Ups Sammis 


Fred R. Sammis, who has been 
editorial director of Photoplay 
and Radio Mirror since 1942, has 
been appointed editorial director 
of the five Macfadden Women’s 
Group magazines. 
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With a 43.2% gain over.1946, Country Gentleman in 1947 
established an all-time high for farm magazine advertising 
revenue ... registering the second greatest percentage in- 
crease of ALL magazines billing over two million dollars. 


In advertising revenue, the largest January 


issue Country 
Gentleman has ever published. . 


THE LARGEST ISSUE IN ADVERTISING REVENUE FOR ANY MONTH 
IN ALL COUNTRY GENTLEMAN HISTORY! 


Here are two reasons why! 


MORE ADVERTISERS are recognizing that Rural America 
offers their greatest opportunity for profitable sales 
expansion.. 


MORE ADVERTISERS realize that Country Gentleman is 
read by the best people in the Country—the top-half families 
who receive 90% of the country’s entire farm income. 


Bis adage co TEA 2 PANS EONS oN net foc SR RN Tf che tias Wo) alae Rau Tee ei ay OPER SESE teh wt ara” OO et aby WP Sata ln Sieber Sect Shy Mee ae 3! CoE ce a AIR am MEME Wait ter eng. treet ce SRE MDS SEOs Ci ie Lee Cre re hE ey ee eS Vaeichae yoo er. ceed ee YAN ac ere MOMS Gifc eel) ie ‘ Fi DAR SCS da eG Sekt TD aes OE 
LS SE ea ee 9 a : aaa Sepa Petey . , 2, tA Ame Sy Sesh saleh ee PAL tae eet i aoe ted are fe Mires ee ps TOTS sp Og oa el ence aati, a pak Pre et ee Lee neathiee <9 hag Lee SU Paes my a Me Am cg See ER ae te q Sp ese oiee PORE ey 2 shot 
Re er ee CMR ire ea he MOE gem nee Ch MeN tM arprericg Mee Mires Mal me aly ee Ase eats We ey San Ma Mee teat NER 2B Pig Cibemen Gene vlan rigs aay Mit Rv naeries (BOD almpns ea eh pc ek Gian Nigh oN) Sere ee MRR ea Ne PM ret y bo 5S 

eee a cada Ve ae ie Ra oe gayi. 2 Mi EER om ers eek aay Ress Ooh 4 nya naam ad 9Py per RCE yaa ate oe ME NN PUI OF ts A Ean Gy, aS APs Fee Ot ela Be fe an 

7 Sapa Pe Ee I re ee Eee ese od Pe ee ee se Eats, oi So bake be thet ees eres i ES en EO 

— RECORD GAINS FOR COUNTRY GENTLEMAN 

ee ree re a OT ne ree thee Pe nike ge ee ag ce Pe eee “Sigh yt fig es he 
s se * a ee 
FE i 
‘ Jet : 
ey td ; 
on 
e ae eee +3 % . 
iS - F< , 
. —_ PP ‘ ie , P Brie y 

a ss foe £ ! 
t h + ee : oe , 

9@ ; 4 i * 

00 yA 

3. a * ; sh - ; 

or ; oe 
‘ ore 

it Red. 

Se a rig 

1e poe . 

I~ aa 

on sae ) 

S; eo ; 

exe 8 f 

l- ee aes : 

id Ske 

nt oe > ie . 

Ly Se 4 FF a . 

n ie. ; : ’ se 

" —— q BSN y a Ps Sg 

; icjille ; ie J as Saye af ‘ 

~ ay é e £558 we § = oe ; 

o = BEE 8 PE - f ; 

uit Si ae A Pe. _ gees SUN 

r ober ; : ; 

up ai : . am , & > 

ng i : ; 
in Aap A et wy | 

et a Soa ie i ; 

“ » Mg ae f 

re 4 ry oS ae 

°” isa . 

d. ee 

in : Es rs 
. 4 ie 

l- ae Ge 
to i Ae j . et tea, 4 ‘ ‘ 

et ok ae : : he 5 A ‘ 
3. aie Es: as PY og ae oR al , 
ie Riad a> i S 5 i aoe ie ARS = te p * 7 : ; 

_ ; eS i Si, ie ni? x 

als ¥ 4 3 x . 5% 

es : : oe oe ms rn ; ees ‘G Be ee Poe. ee er Ae : 

ho CM he . fo = kes ORES OE aie 4. gar A ES 
a <@ , om. ee ieee ee 

. pi aN ic en Fi 
a! ce he ee sa in ae 

n- , “ 3 cn. x 

he “re 

n- et iY ay : 

; Fos my a att 
he Fr 3) an ee ' 
, » +a ta se sas a ‘ 

S- a ENO ooh bea ” 

u- Saeorr alam "3 ee 

o ) Bee ; ) 

yi a 

ee See 
n- og j 
e- Sn ee . 
5 ae A TE TT EN A TTT TR RS * 
O- ee 
th ae ee 
eS 

O- cs 

1- ee 

ic wee 

to peer hee : 

ot <r ee 

oe SY 

Ls. we - 

- Tee : 

yn Pee * 
st a Bes. eo 

s : 3 BS oe 

id t ‘ a oe 

th q a aa RS, 

il! Y ‘ 

Ss ‘ oe 6 Pome ade 

or 7 ane 

: — A me re ; 

in Be d 

| Ca Ep ‘aires ft » r com 
ly bo a ie y f a Fe 
ts oy - = Ba, a SR, ; “ poe : fxs ’ 
JG \ 4 = vs 1% & A / i as Tied . 

: ‘ \ | VL 7 Ay oe OO een 

dy ay 2 ; . ; Pa : a f fe). el ee 
5, “PES * bE, a ae rea “ f -; PA os a % © 

i= \ ” ° “7 . * . mn ge SS - a rs Co ry ; ; {m t4 : < 

Country Gentleman a a ; bY fy aS ee ee 
1- tyrn to y cs , Oe ae o- : De. ie a ee 
ee 'e Ze P PF - ? . 4 ee 5 Ses ii, L5G ind 
living — Sa Ye a md ’ eg OO hg wee < Ee he 
r farming, better ‘ a. ee F a PA Se <p a ON aes 
ty ee se oe dey * > _ ee 
“ Z ff ees eae: rs ~ ae i 74 ae ~ a . ~ “Fe ao 
et . ° on a ee. ee A A ay Atm, EP Ce ae 
‘ a Pies a = * a : oe > —y - © ns a : ais 
’ ty ~~? Fs oat . aes ey ee Bas Z < 
vs . . 3 n . 7 > ere . 3 i, Ds ag 4 | 
= ' ‘ : gE ee | 
oo ’ : r _——_ >. a i ae Ge ee Ee. Te ; 
i, a i ~" 47 ~ “2 ae 2 . Bis x _ E a > - : a f3 
a oo > te Ge oe ; oe Se,  ~ 
Ls -«.. a ys . 4 


"3 i 
“Sk 


$269 


NEVADA 


WfOMING 


From LIFE’s Continuing Study of 
Magazine Audiences No. 9 


ME RETAIL SALES (in millions) 
Gls AUDIENCE (in thousands) 


VERMONT 


68 
$284 


DELAWARE 


64 


$292 


NEW MEXICO 


98 
$325 


NORTH DAKOTA 


84 
$330 
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dvertising in LIFE, as this chart shows, sells hardest where 
the sales opportunities are greatest. 


So if it’s thorough coverage you want, let LIFE do the 
sales job thoroughly. 


LIFE’s vast audience—26, 000,000 alert, able-to-buy Amer- 
icans—is larger than the combined audiences of the two 
next biggest weekly magazines. With LIFE in your corner, 
you can be sure that your sales punch measures up to 
today’s bigger market opportunity. 


95 


227 
$967 


DIST OF COLUMBIA 


245 
$975 


COLORADO 


233 


Capable aang on gout 


( How LIFE’s local impact matches the retail sales pattern ) 
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26,000,000 READERS... 
NET PAID CIRCULATION 5,200,000 
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Herbert to ‘Atlantic’ 

Frank M. Herbert Jr., formerly 
with Educational Publishing Cor- 
poration, has joined the Atlantic 
Monthly, Boston, as circulation 
manager. He succeeds Teresa S. 
Fitzpatrick, who has resigned to 
become president of Almy Asso- 
ciates, Newport sales consultant 
firm. Miss Fitzpatrick will con- 


tinue as a circulation consultant| © 


for the magazine. 


Names Douglas Agency 
Walter Douglas Agency, Santa 

Monica, Cal., has been appointed 

to direct the advertising of Pedia- 


form Laboratories, Inc., manufac-| ' 


turer of a line of children’s pre-| % 


scription medicines. A campaign 


will be launched in medical and|~ 
and in daily|' 


drug publications 
newspapers. 


oul 
worh, OKIN 


STOCK PHOTOS 


G FOR 


ty our stock of 500,000, yes half a 
Ilion stock photos. The odds are 
all in your favor that we can supply 
mage needs as we have demonstrated 
© thousands of other ad-men! 


F KAUFMANN & FABRY CO. 


425 S. Wabash Ave., Chicago 5, Ill. 
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NEW TYPE PAYS OFF—Walgreen eres 


nye 
ee ee BO 


Ect 
Se f J cumrsTMAS yireus 
[ole ie Ee 


Paul W. Morency, 


eral manager of WTIC 


has 


_ STAT 


URNAL 


NOW. 


YES THEIR PRODUCTS 
iy ARE ALL RIGHT. 


LOCALLY known is locally accepted—there’s no getting away from this uni- 


versal tendency, whether you're tapping the purchasing power of the general | 


public or of professional men in the 


higher income brackets. 


Besides, your sales messages in the State Journals will travel in good com- 


pany, alongside the accepted advertising of fine medical products AND con- 
sumer merchandise for a Class A market. 4 


Through their nationwide hookup, the 34 State Medical Journals (serving 42 


states) save you time and costs too 


put you into as many state territories 


as you choose with ONLY 1 CONTRACT, 1 COPY JOB, 1 SET OF ORIG. 
INAL PLATES (per insertion), and 1 MONTHLY STATEMENT. 


ADVERT 


. 
34 JOURNALS 
COVERING 42 
STATES 


ALABAMA, 


Journal of Med. KENTUCKY Med. Journal 


COOPERATIVE MEDICAL 


ISING BUREAU 


of the American Medical Association 
535 N. DEARBORN ST., CHICAGO 10, ILL. 


NORTHWEST MEDICINE 
Assn. of MAINE Med. Assn., Journal of (Oregon, Washington, Idaho 
ARIZONA Medicine the & Alaska) 


ARKANSAS Med. Society, 


Journal of Journal of 
CONNECTICUT State Med MINNESOTA Medicine 
Journal 


DELAWARE Med. Journal 

DISTRICT OF COLUMBIA 
Med. Annals of 

FLORIDA Med. Assn., 


Journal of 


Journal 


Journal of 
esonnta, Journal of Med ed. 
ssn. 
HAWAII Med. Journal new cee 
INDIANA State Med. Assn. Med. Soc. of 
Journal of NEW ORLEANS Med. and 
10WA State Med. Soc. Surgical Journal 
Journal of NORTH CAROLINA Med. 


KANSAS Med. Soc., Journal of Journal 


MICHIGAN State Med. 


MISSOURI State Med. Assn. 


NEBRASKA State Med. 


NEW ENGLAND Journal of 
(Mass., New Hamp.) 


See., OHIO State Med. Journal 

OKLAHOMA State Med. Assn. 
Journal of 

PENNSYLVANIA Med. Journal 

ROCKY MOUNTAIN Med. 
Journal (Colo., Utah, Wyo., 
New Mex., Mont.) 

SOUTH CAROLINA Med. 
Assn. Journal of 

SOUTH DAKOTA Journal of 


Journal of Med. 


TENNESSEE State Med. Assn., | 


Journal of 


VIRGINIA Med. Monthly 
WEST VIRGINIA Med. Journal 
WISCONSIN Med. Journal 


been 


TEXAS STATE Journal of Med. | 


Morency Named Director Savings Boosted 


vice-presi- 
dent of the Travelers Broadcasting 
Service, Hartford, Conn., and ~~ 
an 
WTIC-FM, has been named a di-| 
rector of the corporation. He also 
will continue as general manager 
of the stations. 


Appoints Pack A.M. 

Louis P. Pack, copywriter in the 
advertising division, 
inamed advertising manager of 
Premier vacuum cleaners, General 
Electric Company, Bridgeport, 
Conn. 


| 


Despite Prices, 
Gamble Declares 


SEATTLE—Despite higher prices 
and heavy public spending, Amer- 
‘icans have increased their savings 
from $181 billion at the end of 
1945 to $201 billion at the end 
of ’47, Ted Gamble, former direc- 
tor of war savings campaigns for 
the Treasury Department, told the 


Seattle Advertising and Sales 
Club. 
Total individual savings are 


measured in terms of war bonds 
held, checking and savings ac- 
counts and cash, and thus repre~ 
sent “liquid asset position,’ Mr. 
Gamble explained. At the start of 
| the war this figure stood at $50 
| billion. 

As of Dec. 31, 1947, there were 
|more Series E war bonds in the 
hands of the public than at the 
‘end of 1945, Mr. Gamble said. 
| Likewise, he said, there has been 
an increase in Series F and G 
| bonds. 


Good Business Ahead 


“The great mass of people in 
| this country have used exceptional 
judgment in handling their own 
/money,” Mr. Gamble commented. 


“I do not think you can walk! 


away from a reserve of over $200 
billion, well distributed among 
our people, and have a very pes- 
simistic view about what’s going 
to happen. ‘ 

“During the war, with the help 
of the advertising profession, 
people were well sold on waiting 
for good merchandise. If you give 
the average American a break on 
pricing, you can look ahead to 
several years of good business.” 

Mr. Gamble, now a _ theater 
owner in the Northwest and Mid- 
west, is president of the Theater 
Owners of America. 


To Shelhamer Agency 


California Spray Chemical Com- 
pany, Richmond, Cal., has named 
Vance Shelhamer Advertising, 
Inc., Yakima, Wash., to handle the 
|advertising for the commercial 
|division in the seven Pacific 
Northwest and Rocky Mountain 

states. Weeklies, farm publica- 
tions and garden sections of dailies 
| will be used. 


Bigelow Joins ‘Forbes’ 

John Bigelow, former publisher 
of Alaska Newsletter, Anchorage, 
|has been appointed associate edi- 
tor of Forbes Magazine, New 


8 


‘Am. Mail Line to Mackay 


The American Mail Line of Se- 
attle has named the Wallace 
Mackay Company, Seattle, to pro- 
mote freight’ and passenger serv- 
ice from Pacific Coast ports to the 
Orient. Opening its first major 
postwar advertising campaign this 
year, the steamship line will use 
magazines to promote passenger 
travel and trade publications and 
business dailies for freight ship- 
ments. 


To Ingalls-Miniter 
Ingalls-Miniter Company, Bos- 
ton, has be@n narfied to direct the 
advertising of “Knapp Brothers, 
Inc., Brockton, Mass., shoe manu- 
facturer. National magazines will 


be used. ; 


Loft Moves Ad Dept. 


Loft Candy Corporation, Long 
| Island City, has moved its adver- 
tising and public relations depart- 
ment to 251 W. 42nd St., New 
York 18. 


Cuicaco—George Rector’s de ith 
'will not mean the end of Wilson's 
Weekly Bulletin, a column of f.oq 
recipes and comment which he 
originated in 1938, Wilson & 
has announced. 

The weekly column is set i 
continue indefinitely in 149 dailies 
in major markets. Only minor 
changes will be made. These in- 
| clude deletion of the George Rec- 
‘tor signature and addition of the 
‘line “from the Rector Kitchens,’ 
| immediately below the title. 
| The staff of home economists 
and dietitians in the Rector Kit- 
chens will continue to edit the 
‘column, seasoning their own ex- 
perience with Mr. Rector’s file of 
recipes and personal notes. 


Co. 


WOBT Appoints Kanna 


Ralph W. Kanna, formerly on 
the executive staff of the Yankee 
Network, Boston, has been named 
general manager of Station 
WOBT, Rhinelander, Wis. 


James Joins Stovel 


D. A. James has joined the To- 
ronto office of Stovel Publications 
and will represent Motor in Can- 
ada and Prairie Grocer and Pro- 
visioner. 


FRANKLIN 6343 


WASHIMGTY 


PHOTO ENGRAVING COMPANY 
11-17 SO. DESPLAINES ST. © CHICAGO 6, ILL 


years, mean 


SOUTHWEST VIRGINIA’S Pioneer RADIO STATION 


WDB, is FIRST in PRESTIGE, in COVERAGE, ir 
SERVICE, and in LISTENERSHIP, — and thes« 
"FIRSTS", consistently maintained for over 2: 
MORE EFFECTIVENESS FOF 
YOUR ADVERTISING DOLLAR! 


You'll cove 


23.7 per cent of Virginia's buying power! Write 


Ww Ue 


Ask Free and Peters 


| 
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Bigger and Better 


THAN EITHER! 


Here are the important facts about our new expansion program as a result of the 


recent merger of U. S. News and World Report: 
U. S. News readers are getting an increase of 50 per cent in news matter. 


World Report readers are getting considerably more news matter than they 


received before. 
¥ 


Because of this increased circulation and increased size, the combined magazine 


consumes 33-1/3 per cent more paper than was required before by both magazines. 


The news coverage of our combined magazine is now more comprehensive than at 


any time in our publishing history. The news department is now twice as large’as 


that of U. S. News alone before the expansion program was instituted. 


This means that readers of U. S. News and World Report should get a service they 


have never had before in either magazine. 


U. S. News-World Report is the only weekly magazine devoted 100 per cent to 
reporting, analyzing and forecasting the news of both national and international 


affairs. 


Because of the extraordinary service it is rendering, U. S. News-World Report 
affords an extraordinary opportunity for advertisers to share the benefits of a sub- 


stantial bonus in circulation over and above the 300,000 guarantee. 


U. 8S. News=World Report 


The weekly newsmagazine of national and international affairs 


Published by 


United States: News Publishing Corporation 
U. S. News Building—24th and N Streets, N.W. 
Washington 7, D. C. 
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maker of Pillo-Pix: and Tommy 
Togs, children’s garments. 


Siebert Joins Wellman 


Agency Opens Branch 

Leonard F. Fellman & Asso- 
ciates, Philadelphia, has opened 
an office in the Industrial Trust 
building, Providence, under the Allan H. Siebert,- formerly on 
direction of C. Emerson Stubble-| the sales staff of Western Reserve 
field. The agency has acquired| Press Company, Cleveland, and 
the following new accounts: Sea- | Wheatley Foods, Inc., Louisville, 
board Seed Company, Philadel-| has joined R. C. Wellman & As- 
phia; Madisonit Corporation, | sociates, Cleveland. 


Genuine photographs manufac- 
tured in quantity at little 


‘So. Wabash Ave. Fine Arts Bldg. 
Phone HARrison 2770 


‘Metalworking Hits 
High; ‘48 Bright, 
McGraw-Hill Finds 


New York—McGraw-Hill Pub- 
‘lishing Company last week an- 
‘nounced two new services to in- 
‘dustry —a monthly index of the 
-manufacture of metal products in 
‘the U. S., and a forecast of capital 
expansion in 1948 and 1949. 

The American Machinist “Index 
of Metalworking Production” is 
‘based on the number of man-hours 
worked in various industries, 
weighted by McGraw-Hill from 
Bureau of Labor Statistics data. It 
shows that, in December, metal- 
'working hit an index of 226 (with 
/1939 as 100), a peacetime high (in 
|1943 it stood at 440), and the gains 
were principally registered in the 
machinery and automotive classifi- 
cations. 

American Machinist believes 
that the index indicates that con- 
sumer demand for products of the 
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- The only indispensable publication reach- 


ing the automotive service 


First in paid circulation - - First in readership 
First in reader response 


industry is | 


System vice-president, for the net's en 
Negro talent. Willie Bryant, emcee of 


AWARD FOR MBS—David Kellum (left), youth editor of the Chicago Defender, 
presents the paper's annual Bud Billiken award to Ade Hult, Mutual Broadcasting 


the award was made, faces the camera. 


couragement, development and use of 
“Hospitality Club," program on which 


metalworking industry is still far | 
from being met, and industrial 
needs are far from filled, and that 
metalworking activity will remain 
high during 1948. 

McGraw-Hill’s study on “Capi- 
tal Expansion for 1948 and °49” is 
a new development, and is the 
work of the company’s research 
department and department of | 
economics, headed by Dexter | 
| Keezer. 


Lists Gains 


Since capital expansion is closely 
geared to industrial prosperity, 
McGraw-Hill was interested to 


1948 total $14.9 billion, and may 
almost reach the $16.1 billion spent 
in 1947; (2) American manufactur- 
ing companies completed 64% of 
their postwar planned expansion 
in 1947, and will reach 85% in 
1948; (3) over-all, American man- 
ufacturing industries will have a 
capacity 52% higher than they did 
in 1939 when their expansion is 
finished; (4) the study indicates 
that neither a drop in business nor 
'a round of wage increases will 
‘hamper the expansion; (5) the 
|study shows that manufacturing 
companies will get 84% of the re- 
quired funds from their own re- 
sources, with only 16% due from 
outside financing, and (6) 57% of 
the business men expect higher 
sales than in 1947, and the average 
expectation of increase is 20%. 
However, 1949 will show sharp 
slackening. 

The study, made by the com- 
pany’s own field staff, was run 
Dec. 1-15 in 95 cities; the sample 
was broad, with high percentages 
of companies covered (in railroads, 
those were interviewed which have 
85% of the employes). The cross- 
section was taken from the com- 
|pany’s still-unpublished Census of 
'Manufacturing Plants, which lists 
|71,000 plants with more than 20 
employes. 


W. J. Campbell Gets 
‘Star’ A.M. Post 


W. J. (Bill) Campbell has been 
appointed advertising manager of 
the Toronto Star and the Star 
Weekly, succeeding the late Wil- 
liam Wallace. Mr. Campbell, who 
joined the Star in 1919, has been 
assistant advertising manager of 
_both papers since 1938. 

W. A. Campbell, formerly na- 
tional advertising manager of the 
Star Weekly, has been made as- 
sistant advertising manager of 
| both papers, and D. Ross Myles 
j}has been named national adver- 
| tising manager of the Star Weekly. 


Purchases Toland & Co. 


Statistical Research Company, 
|Chicago, division of Statistical 
|Tabulating Company, has pur- 
| chased the assets of Toland & Co., 
|consultant in industrial research. 


|Joseph A. Toland has been made 


|director of market research. 


| system, 


learn that: (1) expenditures plan- | 
ned for plants and equipment in| 


‘Stet’ Reprints 
Smock Report on 
Economic Drive 


HAMILTON, O.—The house maga- 
zine editor and his readers in 
business and industry can be a 
potent force in the campaign on 
behalf of the American economic 
“Stet” concludes on the 
basis of its own supporting drive. 

The magazine, published month- 


ily by Champion Paper & Fibre 


Company, has during the past two 
years presented discussions of the 
/need for the program being set up 
|by the ANA-Four A’s Joint Com- 
|mittee. The entire December issue 
was devoted to a reprint of the 
Smock report, which accompanies 
| the sound slide film to be used in 
‘the campaign. Jack Smock, vice- 
| president of Foote, Cone & Beld- 
|ing, is chairman of the ANA-Four 
|A’s creative group. 

F. C. Gerhart, advertising man- 
| ager of Champion, said the com- 
| pany was hopeful that the full 
presentation, in picture and word 
form, would help house magazine 
|editors in tying in with the nation- 
wide program. That belief has 
|been substantiated, he added, by 
the number of responses already 
received since the “Smock” issue 
| was dispatched. 
“Stet” is mailed monthly to more 
than 11,000 readers, including 6,- 
000 editors whose publications go 
to an estimated 40,000,000 readers 
a month. 


Join Cockfield, Brown 


John A. Miles and Gilbert 
Samson have joined Cockfield, 
Brown & Co., Toronto, as account 
executives. Mr. Miles was for- 
merly assistant advertising man- 
ager and business office manager 
of the Hamilton Spectator and ac- 
vertising manager of Great West 
Life Assurance Company and Fire- 
stone Tire & Rubber Company of 
Canada. Mr. Samson was pre- 
viously advertising and sales pro- 
motion manager of Robin Hood 
Flour Mills, Montreal. 


Joins Campbell-Mithun 
Don McGee, formerly an a:- 
count executive in the Chica 
office of Kenyon & Eckhardt, f 
joined the Chicago office of Cam 
bell-Mithun to handle the prom: - 
tion of Gold Seal glass wax. 


Wieland Promoted 


Arthur J. Wieland, vice-pre: 
dent in charge of distributi: 
since May, 1946, has been elect: 
to the newly created position 
executive vice-president of Willy 
/Overland Motors, Toledo. 


Best Names Ann George 


Ann George, formerly wit 
Shannon Hosiery Mills and th 
Daniel Hays Company, has bee! 
named fashion adviser of Fran! 
|'Best & Co., New York. 
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‘Export’ Agencies 
Place 21,500 Pages 
During Past Year 


‘Time’ and 'Digest' 
Report Ad Records 
for Overseas Units 


New YorK—The growth of ad- 
vertising in the export field is mir- 
rored by the current issue of Ez- 
port Trade & Shipper, which lists 
the 970 agencies which placed 21,- 
512 pages of advertising in U. S. 
export publications last year. 

The 970 agencies compare with 
845 agencies placing 19,723 pages 
in 1946, while 351 agencies were 
reported in 1940. In 1940, fewer 
publications were reporting to 
Export Trade & Shipper, and since 
some still do not, the magazine 
estimates that the total number 
of pages placed in 1947 was some- 
where near 26,000. The publica- 
tion’s page count does not include 
those pages placed direct, but only 
those coming in through recognized 


ABP Makes Awards 


The promotion committee of the 
Associated Business Papers, New 
York, has awarded savings bonds 
to three promotion managers of 
member publications for their out- 
standing effort in contributing to 
a better understanding of the as- 
sociation’s objectives through tie- 
in with their own promotion. First 
place went to Sol Dickstein of 
Haire Publishing Company, New 
York; second place went to Emil 
Stanley, Traffic World, Chicago, 
and third place went to Coleman 
McCampbell of Moore - Robbins 
Publishing Company, New York. 


Strauss to Pathescope 


Henry Strauss, formerly chief 
of the film division of the Bureau 
of Ships, U. S. Navy, has been 
appointed a vice-president and di- 
rector of Pathescope Productions, 
New York, commercial film pro- 
ducer. He will be in charge of 
sales and sales promotion activ- 
ities. 


78 N.Y. Weeklies | 
Get Top Rating 


New York—The American) 
Weekly Newspaper Publishers | 
Council has given 78 of, the 416 
weekly newspapers of New York 
state a top AAA rating. Ratings 
are based on actual measurements 
of local news and local advertis- 
ing contained in a specified issue 
of each newspaper, as well as on 
circulation and advertising rate 
per thousand subscribers. Pub- 
lishers who have their circulation 
audited by the Audit Bureau of 
Circulations are given a 25% cir- 
culation bonus. 

Seventy of the newspapers re- 
ceived an AA rating, 80-an A 
rating, 73 a B rating and 63 a 
C rating. The study of New York 
is part of the Continuing Evalu- 


ation Study of United States 


| Weekly Newspapers being con- 


ducted under the supervision of, 
the council. The Community ne) 
search Bureau handles details of 
the studies. 

According to the 1947 American | 
Press Association directory, 105 
weekly newspapers in towns of | 
under 50,000 population have paid | 
circulations of 5,000 or over. New | 
Jersey and Illinois lead the other | 
states in large circulation week- | 
lies, both having 13 weeklies with | 
more than 5,000 subscribers each. | 


Names Stanfield 


Courtaulds (Canada), Montreal, | 
has appointed the Montreal office | 


.of- Harold F. Stanfield to handle | 


advertising of its rayon | 


Western Clock Appoints 


| 

Western Clock Co., Peters- | 

borough, Ont., has appointed the) 

Toronto office of Spitzer & Mills 

to direct advertising of Big Ben’) 
and other Westclox products. 
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WHY OVERLOOK 
10 BILLION $$$ 
WORTH « SALES! 


Wake up! 15 million American Negroes 
y food, drinks, drugs, cosmetics, 
other products. They have 10 billion 
dollars to spend! Tell them what you 
have to sell. The best way is through 
Race publications, the Negroes’ own 
newspapers and magazines. Through 
them you make friends with the most 
loyal customers in the world. Tremen- 
dous profits are made through adver- 
tising to this great and growing mar- 
ket. For full details write Interstate 
United Newspapers, iInc., 545 Fifth 
Ave., N. Y., serving America’s leading 
advertisers for over a decade. 
NOTE: We now have facts compiled by the 
® Research Co. of America on brand 
preferences of Negroes from coast to coast, 
the only study of its kind ever made. Write now 
for this free Nufersnstion. 


agencies; pages placed direct are 


included in the 26,000-page esti- | 


mate. 
Viadimir Still Leads 


As it has for the past six years, | 


Irwin Vladimir & Co. topped the 
list of agencies, placing 1,143.5 


pages, compared with 1,023 in 1946. | 


Following in the top 11 came J. 
Walter Thompson Company, in the 
same relative position as in 1946, 


with 927 pages (773 in 1946); Mc- | 


Cann-Erickson, 661 (683); Fuller 
& Smith & Ross, 526 (175); Rob- 
ert Otto & Associates, 488 (not in 
business in 1946); National Export 
Advertising Service, 432 (450); J. 
Roland Kay, 369 (348); 
Advertising, 331 (290.5); Young & 
Rubicam, 299 (136); Batten, Bar- 
ton, Durstine & Osborn, 289 
(192.5), and Export Advertising 
Agency, 284 (742.5). 

The compilation is based on re- 
ports of 54 publications. 


TIME’ AND ‘DIGEST’ 
REPORT AD RECORDS 

NEw York — Both Time and 
Reader’s Digest have reported rec- 
ord advertising volume for their 
overseas editions. 

Time, according to a statement 
by William S. Honneus, advertis- 
ing manager, carried more than 
$1,000,000 in advertising in its in- 
ternational editions, a 29% in- 
crease in dollar revenue over 1946, 


and representing 2,346 advertising 
pages. Some 578 advertisers bought 
space, and 294 represented new | 


schedules. 


A spokesman for the Reader’s 


Digest internatidnal editions said 


their gross advertising volume was | 
computed. The Di- 
international editions also 
including | 
these changes: (1) the English edi- 
tion for Canada now takes adver- 
in combination with the 
French edition; (2) Spanish and 


still 
gest’s 
have new rate cards, 


being 


Using 


Grant | 


YANN 


| 


| 
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| 


Portuguese editions have closing | 
dates advanced ten days, and (3) 


the circulation guarantees 


French edition (600,000). 


G-E Revamps Department | 


for 
France, Belgium and Switzerland 
have been increased. Total guaran- 
teed net paid for the 13 editions is 
how 3,770,000, topped by the Span- 
ish edition (1,000,000), the Can- 
adian edition (600,000) and the 
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reneral Electric Company,| 


+ & 


loomfield, N. J., has decentralized | 


‘ advertising division of its air| 
nditioning department into three | 


nits. 
toss C. Lindblom, 
A) 
ing equipment advertising. 


Frederick H. Keswick has 
%cen named operating manager, 
manager of 
ling equipment advertising, and 
thur Rubicam, manager of heat- 


National representatives: The KATZ AGENCY, Inc. 


COVERAGE 


IS FOR ECONOMY 


For your share of a buying audience in the Nashville market area, at 
reasonable listener cost, always consult WSIX! 


of 


IS FOR THE MARKET AREA 


You can build strong sales, block by block, in the Nashville market area. 
And WSIX's record proves it can help you get your share of the 356 
million dollars spent yearly in retail stores alone. 


WSIX's 5000 watts on 980 kilocycles give adequate coverage of the 
rich middle Tennessee Market surrounding Nashville. BMB study num- 
ber one shows radio home penetration, by WSIX, of 25% or more in 
48 counties; with 80% or over in || of these. Complete BMB report is 
available at your request. 
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Little Parachutes Textron 
Into Richer Pastures 


$1,566,000 '48 Ad | 
Budget Concentrated © 
on Magazine Space | 


New . YorkK—In 1943 Royal 
Little, then president of Atlantic 
Rayon Company, had a decision 
to make. His company had been 
producing parachutes, tents, ham- 
mocks, parkas, boots, etc., for the 
government since Pearl Harbor. 
Now contract cancellations were 
beginning to trickle in. 

Should he continue filling the 
diminishing contracts with the 
possibility of going out of busi- 
ness or should he fulfill his life- 
long dream and invade the textile 
empire with a new plant? 

Instead of firing employes, Little 
hired more. Instead of selling 
plants, Little bought new ones. 
He decided his new company 
would manufacture articles whose 
fabric constructions were stable 
and used in numerous products. 
The system would have a “for- 
ward taper,” which meant the 
weaving mills’ would produce 
more cloth and types of cloth than 
the sewing operations used, the 
excess cloth being sold outside. 
In that way there would be a 
larger variety of cloth within the | 
system, and if branded products | 
slumped, outside cloth sales could | 
be increased. 


Starts Mill Purchases | 


In 1943 woven and knitted | 
goods prices were inflated. But 
in spite of war profits, New Eng-| 
land mills were selling cheap. 
With a loan from the First Na-| 
tional Bank of Boston, Mr. Little | 
purchased the Suncook Weaving | 
Mill, Suncook, N. H., for approxi- | 
mately $1,750,000 and then coh- | 
verted the looms from _ coarse | 


rayons and cottons. to rayon | 


crepes and satins appropriate for|spend $899,744 on the following | 


women’s intimate apparel. 

In less than a year after pur- 
chasing Suncook, Textron realized | 
most of the plant’s original cost 
by selling its airplane-cloth divi- 
sion for $1,000,000, retaining the) 
mill and looms for its own use. | 

Mr. Little bought Manville 
Jenckes, another New England/| 
textile company, which had a long | 
record of prewar losses, in March, | 
1945. With another loan from the 
First National of Boston of $4,- 
500,000 and some financial aid 
from his holding company, Amer- 
ican Associates, the mill was pur- 
chased for $5,500,000. 


Buys Lonsdale Next | 


By some fancy maneuvering 
which included playing the role 
of sole trustee of a charitable trust 
for the benefit of the Providence 
Community Fund, Mr. Little ac- 
quired the Lonsdale Company, 
which had been controlled by the 
same New England families since 
1808, for $1,500,000. 

Facing a possible fabric: short- 
age early in 1946, Textron bid on 
Nashawena Mills, Monquitt Mills 
and the five Maine mills of New 
England Industries, Inc., late in 
1945. Again First National of Bos- 
ton came through with another 
$7,500,000 and Little’s foundations, 


American Associates and other 
banks increased the loan to $10.- 
500,000, which paid for Nashua 


Mfg. Company. But this did not 
relieve Textron’s fabric shortage. 

Little had to borrow $6,000,000 
from a New York bank (the First 
National of Boston had just loaned 
him $7,500,000), and sell $4,000,- 
000 worth of Textron Southern 
class A preferred in order to buy 
the Grossett Mills, low-priced cot- 
ton and rayon mills in the Caro- 
linas. Textron Southern was 


formed in order to acquire Gros- 
sett. 


Provide Full Facilities 


The principal companies com- 
prising the Textron organization 
today are the parent company, 
Textron Incorporated, which is an 
operating company, and the manu- 
facturing subsidiaries, Lonsdale 
Company, Nashua Mfg. Company 
and Textron Southern. 

The manufacturing subsidiaries 
have spinning, weaving and finish- 
ing facilities, and two of them 
manufacture products with well- 
established trade names. Lons- 
dale weaves and finishes cotton 
goods and Nashua produces blan- 
kets, sheets, pillowcases and In- 
dian Head cloth. 

For the past four years the tex- 
tile industry has been startled 
by the rapid growth of Royal 
Little’s war baby, which in 1947 
will show $125,000,000 sales and 
$7,000,000 profit. 

Textron’s 1947 sales were far 
below textile industry standards, 
Mr. Little declared recently. But 
he expects to show 10% net after 
taxes this year, or more than $10,- 
000,000 net profit, provided cur- 
rent demand for textile products 
continues for another year. 


Further Economies Seen 


This improvement in operating 
results will be achieved through 
elimination of high-cost producing 
units and further reductions in 
manufacturing and overhead ex- 
penses. 

Textron’s advertising budget for 
1948 is a 25% increase over 1947. 
The total expenditure in 1948 will 
be $1,566,698, which the company 
will concentrate on magazine 


space. This budget does not in- 
clude public relations expendi- | 
tures. 

Broken down, Textron will 


products advertised under the 
Textron label: Blouses, men’s 
wear, tricot and woven lingerie. 


|The Nashua division will place} 


$666,953 worth of magazine space 


during 1948 divided among its 
blankets, Indian Head fabric, 
sheets, pillowcases and shower 


and window curtains. 
Will Use Pages, Spreads 


The schedule includes_ color 
pages and spreads in Charm, Es- 
quire, Glamour, Good Housekeep- 
ing, Harper’s Bazaar, Ladies’ Home 
Journal, Life, Mademoiselle, Mc- 
Call’s, The Saturday Evening Post, 
Vogue, Woman’s Home Companion 
and the trade publication, Ameri- 
can Wool & Cotton Reporter. 

At a cost of approximately $50,- 
000 annually, Textron provides 
department stores throughout the 
country with layouts, pictures and 
mats with every order. As of 
Nov. 31, 1947, advertising linage 
bought by department stores to 
promote Textron merchandise 
totalled 4,909,350 and the company 
expects the December figure to 
boost the total up to 5,000,000, or 
1,000,000. lines more than in 1946. 

Textron advertisements do not 
follow the usual style of textile 
layouts, which usually show a 
photograph of a blouse, or bed- 
spread. Young ladies in Textron 
slips and nightgowns peacefully 
float through Textron ads on 
wispy clouds, which sometimes 
force the reader to hunt in far 
corners of the page for a Dali 
signature. 


Fine Resting Place 


These advertisements have 
caused so much comment that 
Textron employs one young lady 
to do nothing more than answer 
letters about the ads. For ex- 


CAMERA SHY—Royal Little doesn't go 

in for personal photographs but the 

cameraman snapped this one of the 

Textron chief and his bride, Augusta 
Ellis, back in 1932. 


ample, one recent Textron ad 
showed a bedspread and matching 
drapes in a forest setting. The 
most startling comment Textron 
received was from a reader who 
thought this unorthodox bedroom 
in the woods would be a peaceful 
resting place for “nuts.” 

The man who has made the Tex- 
tron advertising program such a 
successful one in so short a time is 
John ~Alden Spooner, widely 
known for his 
work in the tex- 
tile and retailing 
fields, who is 
vice-president in 


tron three years 
ago, Mr. Spooner 
directed adver- 


John A. Spooner 


| 
| 


| 


sale houses, Textron maintains 
nine regional sales managers and 
100 salesmen who service clients 
about once a month. In addition, 
each territory has young women 
who visit the stores regularly and 
train sales people on selling Tex- 
tron products, watch customer re- 
lations and competition. 


Trio Directs Merchandising 


Three women with a wealth of 
experience in the field, whom For- 
tune, in a recent article on Tex- 
tron, described as “$100,000 worth 
of executives,” are in full charge 
of Textron’s merchandising. 

Evelyn Pearson, who joined the 
company in 1943, has built its 
negligee business into its most 
profitable single consumer line. 
She formerly was model, stylist 


and merchandise manager, re- 
spectively, at Saybury, an old 
established negligee house. In 
1946 her salary at Textron was 


reportedly five times more than 
her former take at Saybury. 
Helen Berg, who has built Tex- 
tron’s “intimate apparel” line into 
what is generally believed the 
largest selling U. S. brand name 
in the business, spent 10 years 
learning her job with Barbizon. 
Margaret Fuller, formerly one 
of the top executives at House 
Beautiful, is Textron’s No. 2 
woman in advertising and public 
relations, and is the organizer of, 


charge of public/the merchandising girls who 
relations and ad- | preach the Textron sermon to de- | 
vertising. Prior|partment store executives and 


to joining Tex-|sales people. 


Managers Decide Styles, etc. 


The company’s’ merchandise 


‘ing for American Viscose Corpo- facture, in what volume, what re- 


‘ration, where he initiated the 
|\Crown Tested Control Plan and 


tail prices to charge and how to 
split the profit margin between 


‘supervised its activities in the Textron and the store. 


\tail trades. 
| Under the plan, any converter 
'who manufactured finished cloth 
i'made of Crown Rayon fabric— 
in turn manufactured by Ameri- 
can Viscose—could submit 


fabric for tests by the Better Fab- 


|time was the official laboratory of 
‘the National Retail Dry Goods As- 


test, the manufacturer was al- 
|\lowed to use American Viscose’s 


his | 


/converting, manufacturing and re-' 


One thing which Textron likes 
to clear up among its customers 
is the name of Textron itself. 
Most people think Textron is the 
name of a process or material. 
Actually the name, which was sug- 
gested by the company’s advertis- 


: : : ing agency, J. Walter Thompson 
|rics Testing Bureau, which at that | 


Company, combines the old and 
new in textiles. The “text” in 


‘Textron is taken from the word 


sociation. If his fabric passed this | 


‘Crown Tested label on his mer- 


chandise. 


'Textron and 


In 1934 Mr. Spooner introduced | 


the plan 
taulds Ltd., and in 1936 was called 
to England by Courtaulds Ltd. to 
|put the Crown Tested Plan in op- 
/eration in the British Isles. Before 
‘his association with 
‘Viscose, he was an account ex- 


in Canada for Cour-| 


American | 


ecutive at N. W. Ayer & Son, New | 


York. 
‘Buy a Bomb’ Works 


One of the outstanding promo- 
tion ideas which Mr. Spooner con- 
/ceived during the war was a buy- 
a-bomb plan. War bond pur- 
chasers were given the privilege 
of labeling their names and ad- 
dresses on actual bombs which 
were dropped on Germany and 
Japan. Textron furnished depart- 
ment stores with labels to put on 
the bombs. Small bonds bought 
small bombs and bonds in the 
higher denominations bought 
blockbusters. 

Just after the war, readers of 


Textron advertisements were 
bound to notice tiny parachutes 
floating through the company’s 


ads. Along.with these parachutes, 
the ads’ message told the public 
the story of Textron’s reconver- 
sion from producing parachutes 
to civilian goods. 

Textron has built its merchan- 
dising setup to be just as effective 
as its advertising program. In- 
stead of the traditional annual 
meetings when buyers from all 
over the U. S. travel to New York 
and place orders with the whole- 


'prise, decorative piece goods, 


textile and the “ron” stands for 
the various synthetics, such as 
nylon and rayon, ending in “on.” 

For the past year the name 
its many products 
have been prominently displayed 
in the windows of the old Tiffany 
building on 5th Ave. Textron 
bought this building and hired 
Raymond Loewy to decorate the 
interior. 

The enormous first floor show- 
room, a buyer’s mecca, would be 
perfect for a television program, 
Julia Cowles, Textron’s pretty di- 
rector of fashion publicity, re- 
marked to this reporter while on a 
tour of the operation. On the sec- 
ond floor Textron’s newest enter- 
is 
now on display. 

In Stores Soon 


This material, designed for slip 
covers and drapes, will be avail- 
able at the department stores in 
the next month. Its advertising 
budget has not been decided upon 
as yet. 

There are now 11 different di- 
visions in Textron’s New York of- 
fice and 40 plants in operation in 
the U. S. and Puerto Rico. Just 
recently Royal Little and Teodoro 
Moscoso Jr., president and gen- 
eral manager of Puerto Rico In- 
dustrial Development Company, 
announced the signing of a con- 
tract which provides for the estab- 
lishment of a new 25,000-spindle 
print cloth mill in Ponce, Puerto 
Rico. 

The contract calls for construc- 
tion by the Puerto Rico company 
of a complete greige goods plant 
capable of handling approximately 
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PARACHUTES TO PAJAMAS—This js 
one of the many Textron ads which ap- 
peared toward the end of the war 
which told the public about Textron’s 
reconversion from producing war-time 
materials to civilian goods. 


5,500,000 pounds of raw cotton an- 
nually and manufacturing it into 
print cloth and allied fabrics. 
Estimated cost of the new plant 
and equipment is $3,500,000. 


Nashua Adds Activities 


Another recent change in Tex- 
tron operations was the announce- 
ment that Nashua Mfg. Company 
would operate all northern sewing 
plants as well as mills and other 
‘business formerly operated by the 
|parent company. At the same 
time Nashua’s corporate name was 
|changed to Textron, Inc. 
| Commenting on this 


change, 


tising, sales pro-| managers, including Earl Semrad|Mr. Little said: “Besides achiev- 
motion, publicity | and Edward Polak, are the men ing further simplification in Tex- 
and department store merchandis-|who decide what styles to manu-|tron’s operating structure, as well 


|as economy and greater efficiency, 
|this move provides a logical divi- 
|sion in sales activities, with one 
sales force concentrating on ap- 
parel, and one on home fashions, 
including all the regular Nashua 
lines.” 

Textron has introduced integra- 
tion in the synthetic textile field 
and as a result all operations from 
the procuring of raw material to 
delivery of the finished product 
to the retailer are handled under 
one management. Inspired at its 
conception by the automobile in- 
dustry and its assembly lines, Tex- 
tron likes to call itself the General 
|Motors of the textile industry. 

The company has broken the 
tradition, rooted in the 18th cen- 
tury birth of America’s spinning 
jindustry, where many different 
|companies figured in the chain of 
events by which raw yarn or fiber 
became finished apparel. 


Little Supports Rationing 


Last fall Royal Little stepped 
|into the national limelight when 
he suggested Congress ration do- 
mestic consumption in order to 
curb the inflationary price trend. 
|He urged that the government re- 
duce purchases of agricultural 
commodities for foreign relief, 
suggested that Congress set ex- 
port quotas for next year’s crops 
on all commodities that are in 
short supply, and expressed his 
support of the Marshall plan. 

During this plea Mr. Little de- 
scribed Textron’s own efforts ‘0 
control prices by cutting the price 
$1 on the Nashua Purrey blank«', 
reducing overhead by $1,000,00), 
and introducing more. efficie!' 
machinery. 

Perhaps the best description ©! 
the entire Textron operation 
summed up by John Spoone: 
“Our whole operation at Textr 
is designed to produce goods mo 
efficiently through a rigid contr 
of both expense and quality. Th 
is what we had in mind when w 
started acquiring mills and talk- 
ing about vertical integration,” h¢ 
said. 

“We believe we have built 
soundly and that we can create 
jobs, sales and income and in that 
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Fapertising Age, February 2, 


way make a contribution to civilian 


Sat ing job throughout France, from | Kroger Boosts Burns Weaver Opens PR Firm 
jiving that will parallel our con. Advertising Slump (60 to 70 newspapers should be g | pe 


William Burns, branch manager| Paul G. Weaver, formerly state 
of Kroger Company, has been ap- | director of public relations of the 
pointed an assistant to aa Legion, has opened an 
. ‘bargaining for advertising rates,| Bappert, vice-president in charge : re SC 
Murray Finds Mr. Murray reports, and he says | of retailing, with headquarters in | ant in the Securities building, Se- 

Cincinnati. | attle. 


tribution to the recent war effort. | 
We want the kind of value that) 
can be offered with streamlined 
prodgction methods. We want to | 
procgce the kind of top-quality | 
pragi that has made American | 
nobiles, airplanes and radios | 
st value‘in the world.” 


nded Footwear 


| 
| 


New YorK—Gold Cross shoes, 
made by the U. S. Shoe Corpora- 


Cincinnati, led women’s 
footwear in 1947 in deal- 
wspaper advertising linage 


With 343,844 lines. This compares 
withthe company’s 1946 linage 
of 981,071. 

Dé@paler newspaper advertising of 


women’s branded footwear in 1947 
increased over 1946 by 22.8%, ac- 
cording to an analysis of Women’s 
Wear Daily’s and Footwear News’ 
Advertising Index recently com- 
pleted by the marketing research 
department of Fairchild Publica-_ 
tions, Similar advertising devoted | 
to children’s footwear’ gained 
35.8% during the second half of. 
1947 over the same period of 1946, | 
and men’s branded footwear in- | 
creased by 57.6% over 1946. 


Show Steep Gains 


Four brands more than doubled 
their 1946 newspaper linage; 
American Girl, with a 178% gain; 
Vitality, 138%; Rhythm Step, 
120%, and Enna Jettick, 119%. 

Thirteen of the 25 men’s foot- 
wear brands leading in total linage 
for 1947 more than doubled their 
194@ results. British Walker led by 
258%, Evans took second place 
with 241%, and Winthrop gained 
223%. Florsheim dropped 13% and 
Douglas declined 69%. 

Freeman shoes, which had been 
in No. 2 place in 1946, led the 
brands in 1947 with 498,323 lines 
compared to 307,786 lines in 1946. 
Florsheim, on the other’ hand, 
dropped from first place in 1946 
to third in 1947. 


Oneida Schedules Drive 
for Community Plate 
Oneida Ltd., Oneida, N. Y., has 


added three magazines, American | 


Magazine, Household and Look to 
its regular list for the 1948 Com- 
inunity silverplate drive. Four- 
color and black-and-white pase 
ads built around the theme, “The 
Happiest Brides Have Commu- 
nity,” will appear in American 
Magazine, Charm, Cosmopolitan, 
Glamour, Good Housekeeping, 
Household, Ladies’ Home Journal, 
Life, Look, Mademoiselle, Mc- 
Call’s, Redbook and Woman's 
Home Companion. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Appoints DeSaxe 

J. R. DeSaxe, formeriy general 
sales and promotion manager of 
American Druggist Syndicate, has 
been appointed western represent- 
ative of Century Display Mfg. 
Company, with headquarters in 
San Francisco. 
Ferguson Names Kyle 

Roy E. Kyle, formerly advertis- 
ing and sales promotion manager 
o:| W. A. Green Company, has 
been named an account executive 
; _ Neal Ferguson & Associates, 

illas. 


chrader’s Names Dunbar 
Edwin S. Dunbar Jr. has been 
éopointed eastern manufacturers’ 
siles representative of A. Schra- 
‘r’s Son, division of Scovill Mfg. 
Company, Brooklyn, succeeding 
trie late David Noble. He joined the 
Schrader organization in 1946. 


(gency Changes Name 

G. E. Arnold Company, Phoe- 
tix, has changed its name to Ar- 
told Advertising Agency and has 
rioved to new and larger quarters 
at 821 N. First St. 


Still Hits France, ig still has the habit of 


. ‘ ” ; ; 
Parts—Advertising in France is the “loosely organized” association | 
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office as public relations consult- 


in a bad way. of advertising agencies has not | 
This is the opiiiaa of Robinson | been able to standardize methods | 


Murray, vice-president of Irwin | of operations. Mr. Murray was a 
Vladimir & Co., New York export |Paris manager for an American | 
advertising agency, who is now |agency before the war, and he, 
making a survey of the continent. found about half a dozen agencies | 
Total advertising volume in/|in France, varying in personnel | 
France in 1938 amounted to 2,- | from a dozen to 30. 
200,000,000 francs, and by 1944— | “Trained advertising help is al-| 
with the nation under occupation ost impossible to find,” he ex-| 
part of the year—the volume had Plained. “Severa: of those agen- | 
dropped to 400,000,000 francs, the cies which were strong before the 
monetary equivalent of 100,000,- | War have declined in importance.’ 
000 1938 francs. 


Paris newspapers are four-page : : 
affairs, but there are more than Appoints Lyle Smith 


: *.| Lyle W. Smith, formerly account 
poncho - gprs ae 4 psn He executive of Frances Hooper Ad- | 
assessment Of © om my |vertising Agency, Chicago, has | 
many as six or seven dailies could’ ,een appointed assistant adver- | 
be used profitably in Paris, and) ising manager of Borden’s Dairy | 
to do a really thorough advertis-| Delivery Company, San Francisco. 


COVER COLORA 


Lolorado a 


— 


Sam R. McKelvie, Publisher == === Glenn Buck, Gen. Mgr. 


Rancher cv Farmer 


When BBDO wants to get hep on what the younger 
set thinks about products and services, we often 
turn to our Junior Council. 


It numbers 185 girls. Their average age is 21'%. 
They are secretaries, stenographers, typists, file 
clerks, junior writers, clerks in our billing and ac- 
counting departments. 


We think they are about as typical a group of 
young girls as you could find anywhere. They live 
in small towns mostly and commute to work, or 
they have come from small towns to get their first 
job. This is not a group of advertising experts. It is 
a panel of intelligent and friendly young girls who 
can answer questions about the teen-age and bride- 
age market — because they are that market. 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
. Advertising 


NEW YORK * BOSTON © BUFFALO * PITTSBURGH * CLEVELAND * DETROIT 
CHICAGO * 


MINNEAPOLIS * SAN FRANCISCO *© HOLLYWOOD °* 


LOS ANGELFs 


Y, 
es 


ne 


MEET BBDO’S JUNIOR COUNCIL 


Within recent months they have helped us by— 

e reporting on how long children play with dolls 

e choosing among new package designs for a shampoo 
shopping stores for silverware and blankets 
‘‘smelling’’ and sampling a dozen and one cosmetics 
reporting on lingerie facts-of-life 


checking preferences in engagement and wedding 
rings 


e taste-testing chili, naming a line of dinnerware, sug- 
gesting new ‘‘deals’’ and premium offers, revealing 
don’t-likes about drugstore lunch counters, ‘‘judg- 
ing’’ artwork and what-have-you 


Of course BBDO’S regular marketing department 
is still on the job—but the Junior Council provides 
us with a convenient, quick check on preferences 
of an alert group of up-and-coming young people. 
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“a Potential Seen for 
‘Selective Area Ad Plan 


‘Chicago Tribune’ 
Expands Its Use to 
Non-Appliance Field 


Cuicaco — Shortly after year’s 
end, earnest, bespectacled R. C. 
(Dick) Swank, appliance account 
man in the Chicago Tribune’s na- 
tional advertising department, sat 
down: to outline “1947 accomplish- 
ments” and 1948 prospects. 

Mr. Swank’s summary of the 
year just ended was pleasant to 
contemplate; his simple analysis 
of the possibilities for 1948 was 
enough to take one’s breath away. 

National advertising of radio 


Of Interest to 


ADVERTISING, 
FINANCIAL AND 
PUBLIC RELATIONS 
EXECUTIVES 
“A FOLLOW-THROUGH FOR 
BETTER STOCKHOLDER RELATIONS" 
By Louis Guenther and Weston Smith 
A 32-PAGE ILLUSTRATED BROCHURE 
Featuring Annual Report Announcements 


Sead for Your Free Copy 


202<rc FINANCIAL WORLD 


~ 86 Trinity Place, New York 6° 


sets and housing equipment and 
supplies in the Chicago Tribune 
in 1947 totaled 535,459 lines, more 
than four times the 1941 total, and 
a greater linage in this classifica- 
tion than all other Chicago news- 
papers combined. And more than 
half of this enormous total—272,- 
536 lines to be exact—came from 
35 manufacturers using the “se- 
lective area advertising plan” 
which is Dick Swank’s special 
baby. At $1.30 a line (the Sun- 
day rate for five Tribune Metro- 
politan sections), that added up to 
almost $355,000 in “new” national 
advertising. 


Sees Enormous Potential 


AT Oimae 
Ne ft ang 
eaten “At he 


SELECTIVE AREA CO-OP ADS—Here are examples of the selective area advertising plan as used in the Chicago Sunday 
Tribune. At left is the first such ad to run—a Bendix page appearing Oct. 20, 1946. It cost $3,224, with 240 dealers (48 per 
Metro section) participating at a cost of $6.71 each. Next is a Zenith ad in which 35 dealers participated, at a cost of 


But Dick Swank’s report on the | $46.06 each. The Enna Jettick ad was 270 lines and cost $213.30; five dealers participated in two Metro sections, getting the 
appliance classification paled into | same listings in both sections, at a cost per dealer of $21.33. The G-E radio ad, a color page, cost $3,974. Split among 50 
dealers (10 for each Metro section), each dealer's cost was $38.74 


insignificance before his 
paragraph peak into the future: 

“A recent sales analysis,” 
wrote, “has established that dur- 
ing 1946 apparel manufacturers, 
home classification manufacturers, 
and two groups under the general 
classification, all employing re- 
stricted retail sales organizations, 
spent $106,376,211 in all media. 
Only 8.3% 
went into newspapers; magazines 
received better than 81% ($86,- 
000,000); chain radio 10.7% ($11,- 
400,000). 

“In 1946 the retail sales volume 
in metropolitan Chicago of prod- 
ucts in these: classifications, ex- 
clusive of department store sales, 
amounted to $787,634,000. Apply- 


two- | 


he | 


($8,800,000) of this) 


tions, a potential for additional | 
Tribune general advertising of | 
$32,000,000 exists. If only one-| 
quarter of this objective can be 
realized, we can double the gen- 
eral advertising department’s vol- 
ume!” 


Expanding to Other Lines 


No one, including Dick Swank, | 
|really believes that the Tribune 
'will double its national advertis- 
'ing volume this year, but there) 
/are plenty of people who think the 

“selective area advertising plan” 
|is the hottest thing that has come 
' down the advertising pike in many 
/a long year, and its imminent ex- 


ing the 1%-1%-2% co-op formula | pansion to non-appliance lines 
employed by the appliance and| opens vistas which look mighty 


radio manufacturers, an amount Tosy to newspapers, to advertising | 


exceeded by most of the manufac- 28encies and to many manufac- 


turers of these other classifica- 


There is a quaint fellow 
down in Lake County, Ten- 
nessee who has made quite 
a name for himself by 
bringing down most any- 
thing that flies with a sling- 
shot. Most en minded 
hunters are quick to agree, 
however, that he is hunting 


two 


the hard way. It’s a sight 
simpler,—and quicker, — to 
buy a bor of shells if you 


really 


aim to lay in a batch 
f is. 


ra 


a7 Ever hunt qua 
sf with a slingshot ? 
= Hi It's exciting ... but you don't get 
many quail! And quail hunting with 


a slingshot is like trying to sell the 
big Nashville market without it's 


great newspapers — the 


NASHVILLE BANNER and THE 
NASHVILLE TENNESSEAN. 


Nashville, the heart of the great 
Middle Tennessee Market, is the 


MONEY TOWN OF THE SOUTH. 
And when you use the Nashville 
Newspapers ... you cover it thor- 
cughly. Make us prove it — Ask a 
Branham-man. 


LOCAL INDEX: Construction in zoned areas of David- 


NASHVILLE City ZONE PoPuLaTION 


r 
wou 


nty broke all records in 1947. A total of 2029 ¢ 


jing permits here showed an estimated cost of 


NASHVILLE MARKET POPULATION 


$13,777,031. This included a total of 1,799 new dwell- 
ng units. 


Present indications call for even greater 


ty in 1948. 


NASHVILLE. 


--THE MONEY TOWN OF THE SOUTH 


Nashville Banner The Nashville Tennessean 


Mowing » Sunday 


NEWSPAPER PRINTING CORPORATION, AGENT 


Represented by The Bronhom Compony 


‘turers who have been yearning 
'for a fool-proof plan of dealer co- 
|operative advertising. 

The “selective area advertising 
'plan” is actually simplicity itself. 


lation, Zenith decided after con- 
sidering its dealer list and their 
potential business volume, that 
seven dealers could be featured in 
each full-page ad. Since there are 
five Metro sections, that meant 
that 35 dealers would have their 
names in a Zenith full page on a 
single Sunday, but no one of them 
would be normally competitive 
with another. 

The cost of a full page in any 
of the Metro sections last fall was 
$644.80. Of this, factory and dis- 
tributor (each contributing one- 
quarter) paid $322.40, leaving an- 
other $322.40 to be divided among 
seven dealers. Each dealer’s cost, 
therefore, was $46.06, for which 
he got approximately 29,000 ‘‘ex- 
clusive” circulation. And to “pay 
out” on the advertising at the con- 
ventional advertising rate of 1% 
for the manufacturer, 1% for the 
\distributor and 2% for the dealer, 
he had to do a retail volume of 


'While it has been applied up to 
/now in the appliance field, it can 
/be used equally well in any field 
|in which a branded product is 
|sold through a fairly limited num- 
|ber of dealers. What happens then 
| is that dealer cooperative adver- 


m | tising, instead of being left to each 


dealer, is tied up in one neat 
bundle by the manufacturer and 
j}his agency. 


| Dealers Get ‘Exclusive’ Listings 


Then, instead of an ad listing 
all dealers in a particular city or 
trading area, each ad lists only a 
-handful of dealers—all 
/competing neighborhoods—so that 
a predetermined segment of the 
newspaper’s circulation is actually 
run for the exclusive benefit of a 
single dealer in his own immedi- 
ate sales area. In the case of the 
Tribune, appliance dealers who 


pay one-half the cost of co-op ad- | 


vertising while the manufacturer 
and distributor each contribute 
one-quarter, have actually been 
|able to get the benefit of full-page 
ads in which they are the only 
dealers listed in their normal trad- 
ing area, for as little as 1% of the 
true cost of a page ad. 


Early and most enthusiastic 


users of the plan are Bendix Home | 


Appliances and Zenith radio, 
which have not only used the idea 
extensively in the Tribune, but 
together have used similar selec- 
tive area co-op advertising in 229 
newspapers since Bendix first 
tried the plan in the Chicago Sun- 
day Tribune of Oct. 20, 1946. 


How Plan Works 


A 15-page Zenith schedule run 
last fall gives a good illustration 
of how the plan works: 

Utilizing the five Metropolitan 
sections of the Sunday Tribune 
(North, Northwest, West, South- 
west and South), each of which 
has approximately 200,000 circu- 


in non-| 


$2,303. 


| Each Dealer Gets Share 
| In the course of the series, each 
|dealer’s correct ad _ allowance, 
|based on sales volume, is figured 
almost to the last penny, and the 
advertising support to which he is 
entitled is distributed accordingly. 
|For example, having determined, 
‘on the basis outlined above, that 
$2,303 of volume would buy a 


dealer one ad, it was simple 
enough to decide that a dealer 
with double that volume. should 
be mentioned in two ads, and one 
with four times the volume should 
be mentioned in four ads. 

The 15-page campaign, covering 
all five Metro sections, cost a total 
of $48,360. Of this Zenith paid 
one-fourth, or $12,090; its dis- 
tributor paid the same amount, 
leaving $24,180 to be paid for by 
up to 525 different dealers. Thus 
Zenith and its local dealers were 
enabled to run an _ outstanding, 
sustained campaign (without de- 
stroying traditional co-op allow- 
ances) which was retail in char- 
acter and spotlighted a small num- 
ber of non-competitive dealers. 


Requisites for the Plan 


To make the plan work well, a 
manufacturer must not only have 
some sort of limited dealer set-up 
and aé_ cooperative advertising 
plan, but he should know enough 
about market potentials and the 
physical distribution of his deal- 
ers in relation to a newspaper’s 
circulation to make the plan work 
equably. There is nothing in the 
plan which interferes in any way 
with observance of the Robinson- 
Patman Act. Neither does the 
plan depend upon breakdowns of 
a newspaper circulation into Met- 
tropolitan sections, as is the case 
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with the Tribune. Similar spot- 
ting of dealers to arrange for 
“non-competitive” representation 
can be performed with any me- 
dium, and, as indicated, the plan 
has been used widely in cities of 
all sizes. 

Thirty-four of the leading ap- 
pliance manufacturers, including 
G-E, Westinghouse, Philco, RCA, 
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fer, or a trade-in allowance, or | 
whatever com e-in-and-buy-now | 
‘appeal a retailer would normally | 
own advertising. | 
Some agencies have had difficulty | 


put into his 
,in preparing retail copy of this 
/nature, but, says the Tribune, 
'they’re learning fast. 
of them are turning to the “nor- 
'mal” retail device of putting the 


And many | 


Majestic, Norge, Sparton, Farns-/| dealers’ names at the top, rather 


40% of the total population and 
about 50% of retail sales. Total 
circulation would be close to 9,- 
500,000 and total space cost about 
$1,412,000. Yet on the 1-1-2% 
co-op plan which is commonly 
used in the appliance field (in 
many fields larger percentages 
apply) this 50-full-page campaign 
would cost the manufacturer only 
$353,000. 


worth and others, in addition to) 
Zenith and Bendix, have already | 
run selective area cooperative ad- | 
vertising in the Tribune, but thus, 
far only one non-appliance man-_| 
ufacturer — Enna Jettick shoes — 


has been included. 
Ready for Expansion 


Now, with the groundwork thor- 
oughly laid in the appliance field, | 
newspapers are confident that) 
tremendous expansion of the plan 
can be induced in other fields. The 
Tribune, as indicated, is all ready 
to expand operations to the men’s 
and women’s clothing field, to the | 
household and home furnishings | 
classification, and to certain “gen- 
eral’’ classifications, including | 
sporting goods and optical goods. | 
And it obviously won’t be long | 
before someone seriously tackles | 
one of the biggest plums of all—| 
the automotive classification — | 
which lends itself beautifully to. 
this treatment. 

Selective area co-op advertising | 
has numerous advantages: 

1. It enables manufacturers to 
control co-op advertising com- 
pletely, making absolutely certain 
that advertising dollars are spent | 
fairly and equitably. | 

2. It gives every dealer a break, | 
permitting him to get the advertis- | 
ing influence and prestige which 
normally can be secured only by) 
the largest dealers having impor- | 
tant co-op funds to spend. It also 
enables neighborhood dealers to. 
use metropolitan newspaper space 
which they would be unable to 
utilize efficiently otherwise. 


Agencies Get Billings 


3. Since selective area adver-| 
tising is all placed at the national 
rate, it provides substantial addi- | 
tional billings for advertising | 
agencies in place of the thankless | 
task of preparing “suggested ads” | 
for dealers. Tatham-Laird, Inc., | 
agency for Bendix appliances, | 
which is said to have increased its | 
commissionable billings by more 
than $1,000,000 last year as the 
result of Bendix’s enthusiastic 
use of the plan in more than 
100 newspapers, has set up a 
special department to handle de- 
tails of the operation and to con- 
tact dealers. Macfarland, Aveyard 
& Co., which handles the Zenith 
account, is so sold on the merits 
of the idea that it invited half a 
hundred newspaper publishers to 
a meeting last summer to develop 
their interest and cooperation. 

While the Tribune’s advertising 
has been largely full pages, any 
size space may be used. All that 
is necessary is to develop a rea- 
sonable formula, based on co-op 
money available, number of deal- 
ers, and circulation and cost of 
newspaper advertising, which 
gives each dealer the amount of 
advertising he is entitled to under 
the co-op plan. While this sounds | 
somewhat complicated, it is actu- | 
ally fairly simple, as is obvious | 
from the fact that the Tribune 
and other newspapers have had 
ho difficulty in working out satis- 
factory plans for any situation 
which has been presented to them 
in the appliance field. 


Copy Must Have ‘Sell’ 


The Tribune has, however, dis- | 
covered one important thing: The | 
Dan won’t work as well as it 
si.ould unless the co-op advertis-| 
ing is primarily retail advertising | 
tather than manufacturer adver- | 
tising. It can’t be genteel and/| 
discreet. It’s got to have “im-| 


mediate sell” in it—a bargain of- | 


than at the bottom of the ads. 


Mandel Names Sneider 
Max Mandel Laces, Inc., New 
Dick Swank says that, based on | York, importer and converter of 

current appliance sales volume in| foreign and domestic laces and 

the Chicago trading zone, the embroideries, has appointed A. M. 


1948 potential for selective area | Sneider ue Ro aed — _ 
advertising in the appliance field | Rosenberg, formerly ‘with Fer- 


alone is $2,000,000; and, as he | werda-Boone, New York, has 

says, if the potential in other fields | joined the Sneider agency as ac- 

can be cracked, national advertis- | count executive, on the Mandel 

ing. volume in néwspapers (and | account. 

agency billings) might easily soar oS? Sgt 

= pnd satenad " . Promotes Monroe Bloom 
One of his projections shows| Monroe A. Bloom, advertising 

how an advertiser could buy 50 | manager of the Anglo California 


; .. National Bank of San Francisco, 
full pages in Sunday newspapers in | has been named an assistant vice- 


the 15 largest cities, covering over | president. 


Projects 50-Page Campaign 


Camel to Sponsor 
Movietone News 


NEw YorK—Up-to-the minute 
newsreels, produced by 20th Cen- 
tury-Fox’s Movietone News, will 
be a daily feature on the NBC 
television network starting Feb. 
16, at 7:50-8 p.m., EST. 

The backer will be the R. J. 
Reynolds Tobacco Company, which 
has purchased the time, Monday 
through Friday, for Camel cigar- 
ets on WNBT, New York; WNBW, 
Washington; WPTZ, Philadelphia; 
WRGB, Schenectady, and WBAL- 
TV, Baltimore. 

Thus 20th Century-Fox, which 
will produce a special newsreel 
for television in addition to the 
theater editions now being re- 
leased, becomes the first major 
screen company to make this type 
of service available to telecasters. 

Reynolds’ agency for the con- 
tract is William Esty Company. 

Other new television business at 
NBC last week included a 30- 


49 


minute sale to the Oldsmobile di- 
vision of General Motors Corpora- 
tion on WNBT. The program, an 
NBC-produced newsreel, pre- 
miered last night (Feb. 1) for a 
13-week run. Agency is D. P. 
Brother & Co., Detroit. 


Cole Joins Perry 


John F. Cole, formerly with 
Station CKLW, Detroit, and for 
more than 25 years connected 
with Scripps-Howard Newspapers 
as an advertising space salesman, 
has been appointed manager of 
the Detroit office of John H. Perry 
Associates. Mr. Cole was also na- 
tional advertising manager of the 
Cleveland Press for three years 
and was advertising director of 
the Buffalo Times under Scripps- 
Howard ownership. 


Coordinates Offices 


All New York Offices of Fawcett 
Publications are now coordinated 
in the Fawcett building, 67 W. 44th 
St. Business and circulation of- 
fices are located in the Fawcett 
building, Greenwich, Conn. 


There is good reason why so many 
business leaders voluntarily tell us 
that advertising in THE CHRISTIAN 
SCIENCE MONITOR is the most fruit- 
ful of any that they do, per dollar 
invested. This is due in no small 
measure to the feeling of confidence, 
friendship, and respect that readers 
have toward the MONITOR. 

This market could be covered by 


News, Advertising, 
Readership 

Devoted to Building a 
Better Civilization 


other media. But only 


tastes of our readers 
maximum results. 


paper has the depth of penetra- 
tion into the particular interests and 


looked upon as a 


this news- 


to assure 


DEPTH OF 
PENETRATION 
finds a pearl of great price 


And the MONITOR market must be 


major market. 


Here, men, women, and youth enjoy 
better than average “‘spendable in- 
come”? — income available for the 
better things of life. Win their pa- 
tronage through advertising in the 
MONITOR, and you have attained a 
pearl of great price. 

Your business will respond to a 
planned program of MONITOR adver- 
tising. May we submit a tailor-made 
proposal? THE CHRISTIAN SCIENCE 
MONITOR, One, Norway Street, 


Boston 15, Massachusetts. 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER 
says: “We appreciate the quality of the many keyed responses that we 
receive from our advertising in The Christian Science Monitor. Practi- 
cally every reply reads as if it came from a housewife who lived in a 
home which has an income well above the average.” 


Branch Offices 


CHICAGO: 333 N 


KANSAS CITY: 


NEW YORK: 500 Fifth Avenue 

Michigan Avenue 
DETROIT: 3-101 General Motors Building 
1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 

LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 
LONDON, W.C. 2: Connaught House, 163 /4 Strand 
GENEVA: 28 Rue du Cendrier 

SYDNEY: 46 Pict Street 
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|PHOTOGRAPHIC REV 
OF THE WEEK 


DISTRIBUTION CHART. 


Dis ieehet ORS 


sonsers 


jAkhbA, Scher... how relax’ you appear as you happily snvase areay th hour sen your famous Relionre pijantal 
It's that way with Rehance. The tailoring perfection, the exclusive “Cradle Croteh” comfort, the 
sheer luxary of reclining in Reliance pojsmas bring te you nights of blessed dumber, And 
Reliance would wine any bedtime fashion porade with its unusual selection of exelomee designs. . « 


smart Paisleys, emphatic stripes, unique cobistic gatterns, picturesque Oriental mutifs .. . cach 
in a wide variety of wonderful coburs in coat and pullover styles... each an 
outstanding value. Reliance Manufacturing Co, Chicago + New York. brody ~- ae 
ee toad 
ee ib te 
he tmonten hee 


CHART EXPLAINS DISTRIBUTION—Executives of Hewitt Restfoam division of Hewitt-Robins, Inc., Buffalo, trace the six major 
Restfoam products throuah all distributive channels to the consumer on this chart prepared for the company's ‘48 advertising 
and merchandising program. Left to right are Joseph H. Hayden, vice-president in charge of sales; Adrian W. Smith, man- 
ager of the division; Howard D. Herbert, manager of Restfoam sales, and F. G. Cooban, executive vice-president. Ross Roy, 
Inc., Detroit, is the agency. 


Smeets + ShORTS 
PAJAMAS - SPORTSWEAR 


AY setTtere StOW FS £VERYWRER 


a 


ON RELIANCE SCHEDULE—This four-color Esquire page featuring Reliance 
Mfg. Co.'s new tailored pajamas is part of the company's 50th anniversary year 
advertising schedule. (Story on Page 24). 


THE EASY WAY—The new cartoon 
series for General Foods’ instant Max- 
well House coffee plays up a “good 
things the easy way’ theme. Benton & 
Bowles, New York, is the agency. 


DISCUSS PUBLISHING COURSE—Among those taking part in plans for the 


CONTRIBUTES—Philip Zach, qo eg of Capper Publications, New York, business paper publishing course to be given at Northwestern University by the 


(standing), presents a check to William E. Berchtold, executive vice-president of 
Foote, Cone & Belding, chairman of the advertising and publishing division of 
the 1948 Greater New York Council's Boy Scout finance campaign. Mr. Zach 
is chairman of the magazine division, representing the Boy Scout advertising 
and publishing division. 


western University, and Walter E. Botthof, publisher of Standard Rate & Data 
Service and chairman of the Chicago committee. 


CINCINNATI ADFOLK LAY PLANS FOR AFA CONVENTION—Kar! Finn (seated center), ad director of the Cincinnati 

Times-Star, is associate chairman with Albert Morse of Goodall Co. (not present) of the committee in charge of plans for 

the AFA convention scheduled for June 13-16. The others are (seated, left to right) Ann Kroger, Hotel Gibson; Elon Bor- 

ton, AFA president; Stanley Ferger, Cincinnati Enquirer, and William G. Werner, Procter & Gamble Co. Standing: William 

K. Downing, Globe-Wernicke Co.; Harry Ewry, J. W. Ford Co.; William Savage, Cincinnati Post; Sargent J. Marsh, Marsh 

Photographic Studio; Samuel Rouda, Kroger Co.; Myron L. Smith; Harry Blaney, Central Engraving Co., and James Proud, 
Advertising Federation of America. 


CLENT REWARDS AGENCY—W. L. Higgens, vice-president and art director: 
"uty Barr, secretary-treasurer, and Harvey A. Scribner, president of Russell T. 
Sray, Inc., Chicago, demonstrate their pride in a plaque presented by a client, 
Northwest Engineering Co. The gift expresses “appreciation of 25 years de- 
voted to the sale of Northwest shovels, cranes, draglines, pullshovels.” 


Chicago educational committee of Associated Business Papers are (left to | 
right) G. D. Crain Jr., publisher of Advertising Age; Elmo Scott Watson, North- | 
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Put e 
GENUINE PHOTUS 


into your sales story 


- « « and get the results. Our 38 
years’ experience assures fast quan- 


‘*“ 


For free samples and ideas your busi- 
mess can use, write 


STICKLEY PHOTO SERVICE 
9 S. Washington St., Binghamton, N. Y. 


OPPORTUNITY 
_-FOR 
CREATIVE & LAYOUT 
ARTIST 


Young man artist, under 35, 
trade paper 
and direct mail creative lay- 
Good 
earning possibilities — annual 
bonus. Young, growing organ- 
ization Central 
Pleasant working conditions. 
Will pay moving expenses and 
find you a home. Wire or write 
for interview at once. 


experienced in 


out and finish artwork. 
Illinois. 


in 


Box 6935, ADVERTISING AGE 
100 E. Ohio St., Chicago II, Illinois 


HELP WANTED | 


HELP WANTED 


RATES: 60c per line, minimum charge $3. Cash with order. Figure bold face heads (maximum two lines) 


25 letters and spaces per line; light body face 34 per line. Box numbers add two lines. Copy deadline 
Thursday noon, 11 days preceding publication date. Display classified advertisements take card rate of $10 


per column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display. 


Advertising Age, February 2, 1948 


POSITIONS WANTED 


POSITION OPEN 

With agencies, advertisers, publish- | 
ers, ete., for both men and women. 

; No obligation to register. 

: FRED J. MASTERSON 

“ Advertising and Publishing 

at Personnel 
20 yrs. previous adv. exp. 

185 N. Wabash, FRA. 0115, Chicago 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executives 

Consult our H. R. Hazard 
GEORGE WILLIAMS C0O.—Personnel 
209 S. State St., Har. 2063, Chicago 


ADVERTISING ARTIST for a well- 
equipped studio in this medium- 
size, Wisconsin city. Young and 
congenial gang of working artists, 
carrying no dead weight and run- 
ning their own show. You must be 
a slick hand on comps, for you'll 
work on everything including a 
goodly amount of national space. 
If you happen to like hunting and 
fishing, they’re availaible ten min- 
utes from town. The Company is 
soundly financed and going like a 
ball of fire. Salary open, prospects 
glowing. We'll take just as good 
care of your samples as you would, 
so let’s see your best, plus a few 
specifics on experience, age, family, 
money, ete. Hurry up. 


ADVERTISING ASSISTANT 


Wanted by Advertising 
Dept. of large lighting 
equipment Mfr. in northwest 
suburb. Excellent opportunity 
for beginner to learn prep- 
aration of copy and layout 
for catalogs and other 
printed matter. 


Box 6937, ADVERTISING AGE 
100 E. Ohio St., Chicago !1, Il. 


ADVERTISING ARTISTS INC. 
Stevens Point, Wisconsin 


ADVERTISING 
MEN 


Illustrator—Agcy. exper. 
Editorial—Advy. Make up Pub. 5,200 
Copywriter—Men’s fashions .. 
Copywriter—Catalog exper. 


Production—Agcy. experience 

Asst. House Organ Mer....... ,000 
Adv. Rate Ext. Clerk ........ 2,500 
Copy writer—Appliances owes 4,800 

WOMEN 

Artists—Water Celor ........ 5,000 
Stenographer—Adv. Agency... 3.500 
Illustrator—Wash line draw.. 3,120 
Typiat—Script ....cccccsevees 5100 
Receptionist—Adv. exper. 2,500 


Write, wire, or phone 
P. J. STEPHENSON 
CASTLE & ASSOCIATES, INC. 
220 S, State, Har. 9800, Chicago, Ill. 


Stenographer for Mail Order House 
Southern city 100,000; ideal climate; 
lower living costs. Opportunity to 
learn advertising and advance to ex- 
ecutive, Profit-sharing postion with 
this fast growing concern. 

Box $392, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
SELF-STARTER 
Strong on copy, and ability to or- 
ganize and carry through. Retail 
experience a must, men’s wear pre- 
ferred. Young enough to be ready 
for main chance; seasoned enough to 
have cut eye-teeth on some toughies. 
Box 9393, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ART DIRECTOR 


Large Chicago Adver- 
tisime: Agency is seeking 
Art Director especially 
skilled in ad layouts for 
food accounts. Send 
resume of training and 


experience. Do not 
send samples until re- 
quested. 


Box 6940, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


TRADE MAGAZINE WANTED 
For 20 years a success in selling ad- 
vertising space in the Middle West on 
commission basis. While we make our 
headquarters in Chicago we cover 
from Buffalo and Pittsburgh to Denver, 
the Canadian border to Memphis. 
We're looking to represent another 
publication in the trade, technical or 
business fields. 
Box 6942, ADVERTISING AGE 

100 E. Ohio Street, Chicago 11, Illinois 


MERCHANDISE MANAGER 
We offer real opportunity to man 
capable of developing present sat- 
isfactory sales organization through 
sales training, promotion and or- 
ganized merchandising. Some _ spe- 
cialty and some dealer selling. 
Substantial fast growing company 
assures rapid advancement from 
substantial starting salary for right 
man. Prefer college man. Write de- 
scriptive information to: 
Box 9399, ADVERTISING AGD 
100 E. Ohio St., Chicago 11, Ill. 
for interview in Chicago. 


ADVERTISING MANAGER 
For Large Automotive Manufacturer, 
Here is wonderful advancement op- 
portunity in Chicago for the man 
who knows how to prepare and pre- 
sent Dealer-Jobber Promotions. If 
you can create and supervise ef- 
fective advertising, send letter cov- 
ering age, experience, salary. All 
our employees know about this ad- 
vertisement. All replies handled 
confidentially. 
Box 9405, ADVERTISING AGE 


| Wanted: 


Assistant to busy account 
executive in lithographic window 
display field; to help service clients, 
chee production through plant; 
splendid opportunity for energetic, 
ambitious young man in early or 
middle. twenties; knowledge of 
graphie. arts helpful but not essen- 
tial. Write fully. 

Box, 9400, ADVERTISING AGE 
330 W.'42nd St., New York 18, N. Y. 
MARKET ANALYST, Female, expd. 
_Develop and write comprehensive 
reports. Publisher. $45. Write fully. 
state age, latest salary. 

Box 9401, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 

WANTED 
A really good general artist capable 
of making crisp, modern layouts can 
form a lifetime connection with one 
of the most aggressive leading ad- 
vertising agencies in the South. 
The man we want is fairly young, 
well-seasoned, capable of assuming 
executive responsibility. He is a 
hard worker and able to get along 
well with other people. To such a 
man, we offer an outstanding posi- 
tion. Write fully, stating salary 
requirements. Be sure to include 


¥. 


proofs of some of your work. If 
further samples are desired, they 
will be requested. ; 


Box 9407, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


SALESMEN— 
ADVERTISING PUBLICATION 
Publisher of an established national 
professional, and consumer maga- 
zine has excellent sales positions 
available immediately; One for New 
York, Pennsylvania and New York 
City with héadquarters New York 
City; two for Middle Western States 
and Chicago, headquarters in Chi- 

cago. 


Good basic salary, additional com- 
missions paid quarterly, plus travel- 
ing expenses, considerable volume 
of business already booked making 
possible substantial earnings 1948. 
Men should be experienced with 
good past sales records. 


College graduate and previous sales 
experience in publication, advertis- 
ing agency, or merchandising fields 
an asset. 


Write for appointment at publish- 
er’s New York office week of Febru- 
ary 2 thru 6th. State age, family 
ties, business experience past five to 
ten years, including sales volume 
and compensation; social and busi- 
ness references. Address: 
Box 9412, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. 
POSITIONS WANTED 
BEST OFFER FROM CHICAGO, 
LOS ANGELES OR NEW YORK 
Young woman now employed as ex- 
ecutive writer seeks more challeng- 
ing position, possibly as assistant to 
advertising manager or account ex- 
ecutive. Agency and mail-order back- 
ground provide thorough knowl- 
edge of various types of promotional 
media and specific production prob- 
lems of each. I write good, solid, 
selling copy, dealer or consumer, 
hard or soft lines, domestic or ex- 
port and can earn a good salary. 
Box 9335, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


NEED A “ONE MAN AD AGENCY” 
IN YOUR ORGANIZATION? 
Possesses capabilities of three-man 
team. Copy, layout, and production 
for consumer and industrial prod- 
ucts. 12 years’ experience. Send 

for resume today! 
Box 9409, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y¥ 


Asst. Advertising or Production Mer. 
One year agency experience. Supply 
ordering, billing, correspondence, 
pasteup, ete. Good at details. 

Box 9398, ADVERTISING AGE 


¥. 


100 E. Ohio St., Chicago 11, Ill. 


100 E. Ohio St., Chicago 11, Ill. 


Attn: Adver. Mgrs: Young man, 28, 
desires position as your ass’t. Back- 
ground-art training, Litho color 
artist, supvsr. of army printing 
plant, and 2 yrs. in Traffic dept. of 
large adv. agency. 

Box 9396, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
AGENCY MAN—24—2% years gen- 
eral agency experience—copy, con- 
tact, space buying, seeks position 
with established trade paper pub- 
lisher as space representative. West 
coast preferred. Available March 
1. Will come to Chicago for in- 
terview. Address: Robert T. 
Graves, 1501 Washington Rd., Men- 

dota, Ill. 


MY FEET ARE WET 
In fact, I’m up to my ears in ad- 
vertising. Want some real wading. 
Know, experienced in copy, roughs, 
production, direct, national, edi- 
torial, photo. Male, 28, ambitious. 
Box 9402, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11, Il. 
Publication Production Manager 
Exper. in all phases. Capable of 
handling lge. volume. To assist publ. 
or managing editor. Imme. avail. 
Box 9403, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
“A1" Executive Secretary—Assist- 
ant to top advertising executive. 
Young woman of poise, ability, and 
experience available for Chicago 
opening. 

Box 9404, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
VERSATILE WRITER 
Coll. grad. F., exper. in publicity, 
advertg., rad., seeks oppty. with 

agcy, rad. sta. or advertiser. 
Box 9406, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PROMOTION—PUBLICITY WRITER 
Now in Univ. public relations; was 
Asst. promotion mgr. Chgo. paper 
3 years. Expert at fine booklets, 
top news releases, all radio, ad copy, 
idea development. Married, 33, B.S. 
Box 9408, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Thoroly competent Agency Recep- 
tionist and Switch-Board Operator, 
(under 40), 12 years with present 
Company, desires change. Near 
north side preferred and not neces- 
sarily Agency work. Write: 

Box 9411, ADVERTISING AGE 


a, 


HERE YOU ARE 


MR. ACCOUNT 
EXECUTIVE 


lf you have active accounts, and 
would like a connection where your 
accounts will receive the kind of sery. 
ice you think they should have, where 
you will have a congenial association 
and a real opportunity to make money, 
you will find it profitable to answer 
this advertisement. Financially strong, 
well-known Chicago Advertising Agen- 
cy with a fine list of accounts and an 
excellent reputation. Replies held 
strictly confidential. Our own per- 
sonnel knows of this advertisement. 


Box 6941, ADVERTISING AGE 
100 E. Ohio St., Chicago 1! 1, Illinois 


HELP ME OUT OF A RUT... 


. . . and help yourself to a young, 
experienced copywriter who thinks in 
terms of ideas, as well as words. 


At 24 I've come a long way both in ex- 

erience and income. I've turned out 
iberal quantities of everything from 
"send-no-money"’ mail order copy and 
catalogs, to smart consumer pages. in 
short, | feel that I've traveled about as 
far as | can in a small agency, serving 
small accounts. 


Now, I'd like to step into an agency big 
enough in as and ability to perma- 
nently absorb my growth, and I'm willing 
to take a cut in pay if the opportunity 
really looks “right.” 


A Word About My Product: 


| string words together nicely and with 
a proper amount of ‘'sing"’ but 
what is equally important, | know mer- 
chandising, marketing, and believe in 
hard-selling ‘‘reason why'' copy. Do my 
own rough layouts, too! 


Write or wire Box 6946, ADVERTISING 
AGE, 100 E. Ohio St., Chicago II, iil. 


100 E. Ohio St., Chicago 11, Ill. 
REPRESENTATIVES AVAILABLE 


Experienced well established organ- 
ization is expanding personnel and 
can give excellent 8 state coverage 
to trade publication out of Chicago. 
Box 9397, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


MISCELLANEOUS 


Advertising space 15 years radio, 
magazines, newspapers. Excellent 
agency national advertising con- 
tacts. 

Box 9394, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


If you would like your own, high 
income, but easily learned office 
business, write for free details to- 
day. FRANKLIN CREDIT SCHOOL 
Dept. 215-B, Roanoke 7, Virginia. 


KROM-A-TONE POST CARDS 
The newest most economical way to 
display any product. Samples and 
prices on request. 

GRAPHIC ARTS PHOTO SERVICE 
365-B, Hamilton, Ohio 


FINE AGRICULTURAL ART 
Write John Andrews— 
BLINK BONNIE FARM 

5023 Spaulding Rd., Omaha, Nebr. 


We are in the market for business 
papers that are, or can be, published 
in the South or Southwest. Will re- 
tain publisher or staff in deal if 
interested. All replies held confi- 
dential. 

Box 9269, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Wanted — Art Director 


Man under 40, qualified in layout, illustration, 
typography, and management of art department. 
Only experienced man need apply. This agency, 


established 1911, has personnel of 20 people. 
Serves 24 important regional accounts. Art 
director would share in profit he and his 
staff produce. Send samples and state income 
expected 


GILLHAM ADVERTISING AGENCY 
Continental Bank Bidg., Sait Lake City, Utah 


Some Advertising Agency 
Needs This Man 
and His Capital! 


To the right agency this man 

| will bring excellent contacts, an 
enviable reputation, valuable 

| advertising experience and 
added financiad security. 

| He is interested in acquiring a 

|| partnership in an established, 

| 


—— 


well founded agency which will 
stand rigid inspection. 
Replies held confidential. Will 
be ready to confer latter part of 
February. 
Box 6947, ADVERTISING AGE 
330 W. 42nd Street 
New York 18, N. Y. 


ART DIRECTOR for well-known, me- 
dium size St. Lovis agency. Must have 
light touch as most work is in fashion 
and shoe field. Salary $7500. Send 
samples and full details of experience. 


Box 6938, ADVERTISING AGE 
100 E. Ohio Street, Chicago 11, Illinois 


| TOP SPACE SALESMAN WTD 


$12,000 yearly income for 3 months work 


Cotton Council Elects 
Young President 


Harold A. Young, cotton pro- 

ducer of North Little Rock, Ark., 
has been named to succeed Oscar 
‘Johnston, Scott, Miss., as presi- 
dent of the National Cotton Coun- 
cil. Mr. Johnston has been presi- 
Gent of the council since 1938. 
i} The council agreed to continue 
all existing advertising and mer- 
chandising campaigns at its 10th 
ahnual meeting held in January in 
Atlanta. Increased emphasis will 
be laid on sales activities in behalf 
of margarine as a part of the cot- 
ton industry’s general margarine 
program for 1948. The cotton iden- 
tification campaign initiated by the 
council at its 1946 annual meeting 
|will be intensified in 1948. 


ATF Promotes Warnken 


Howard J. Warnken has been 
promoted from assistant treasurer 


|] each year. Commission only. Not a get 
rich scheme but a very expensive, very 
effective advertising plan needs a man 
| whose ability warrants thaf price. Only 

experienced top notch man need apply. 
Phone C. N. Sellie, Andover 586!. 


| of American Type Founders, Inc., 
| Elizabeth, N. J., and Mount Ver- 
|non, N. Y., to assistant to Fred- 
| erick B. Heitkamp, vice-president 
|of ATF Incorporated, Elizabeth, 
ithe parent company. 


Standard Rate Listing 
Includes ANAN Members 


The January issue of Standard 
Rate & Data Service, Chicago, in- 
cludes, for the first time, as part 
of its editorial contents, a com- 
plete listing of newspapers that 
are members of the American 
Newspaper Advertising Network. 

The special section § entitled 
“General Newspaper Supplements, 
Editorialized Advertising Columns 
and Newspaper Networks,” con- 
tains a tabulation of all ANAN 
newspapers by regions, with such 
information as circulation, rates, 
discounts, contract requirements, 
etc. 


Holmes Heads New | 
Cochran Cosmetics 


William M. Holmes, who retired | 
as president of Bonwit Teller last 
spring, has been elected chairman 
of the board of Jacqueline Coch- 
ran, Ine., formerly “Jacqueline | 
Cochran Cosmetics. 

Mr. Holmes joined Bonwit Teller | 
in 1935 as vice-president and gen- 
eral manager, and became presi- 
dent in 1940. | 


OFFERS 
CONTROLLING 
INTEREST 


eo to illness and age, | vilg 


dispose of my controlling in- 
terest in one of the outstandingly 
successful sectional magazines of the 
decade. Recently it has broken four 
all-time records in its field. To an ex- 
perienced person capable of further 
expansion, | will make a most attrac- 
tive offer. Property easily can be ex- 


panded to ten times present worth. 
Write 


Box 6933, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Illinois 


ADVERTISING MAN! 
We Do Not Want To 


GRUBSTEAK 
PROSPECTORS 


—but if you are able to obtain an ad- 
vertising account or two that are "dia- 
monds in the rough" and can be devel- 
oped; if you are a right kind of guy and 
need seasoned, expert help in cutting out 
a sparkling future for yourself and your 
clients we would like to have you stake 
your claim with us. We have hit the love 
vein twice and are headed that wey 
again. Your present agency did not write 
this advertisement so you are perfectiy 
safe in writing to us. 


Box 6943, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illino’s 


CONTACT!! 


I want to contact an employer 
who can benefit by my 16 years 
of success in publishing, mar- 
keting and selling. Heavy ex- 
perience in food processing and 
industrial accounts. Desire to 
remain in Chicago. Available 
for interview any time. 


Box 6948, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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FIRE—And other emergency symbols 
will be used to suggest the need for 
emergency funds in Household Finance 
Corp.'s 1948 magazine advertising. First 
ad of the series, in the Jan. 17 Satur- 
day Evening Post, is shown above. Le- 
Vally, Inc., Chicago, is the agency. 


‘Distinction’ Ads 
Misrepresent U. S. 
Male, Critic Says 


New York — The Lord Calvert 
advertisements were taken over 
the coals by Anna _ Rosenberg, 
labor and public relations consult- 
ant, recently, when she asked the 


RCA ‘Broadcasts’ 
Its New Records 
to Distributors 


CAMDEN—RCA Victor is broad- 
casting an hour-long record every 
Saturday morning—exclusively to 
phonograph record distributors. 

The show, carried coast-to-coast 
via a telephone closed circuit, was 
arranged to promote close work- 
ing relations between the com- 
pany and its distributors. It also 
aims to facilitate orders of new 
records by giving distributors the 
opportunity to hear the platters 
simultaneously with announce- 
ment of their scheduled release. 

Originating at a sound studio 
here, the programs are carried di- 
rect to the 48 outlets over regular 
one-way broadcast lines of the 
Bell Telephone Company and re- 
produced in distributors’ offices 
through the loop and_ speaker 
arrangements. 

Company executives expect this 


“weekly sales talk” to eliminate 
the usual delay between an- 
nouncement of records by Victor 
and delivery of samples to the dis- 
tributor, thereby enabling him to 
gauge the sales possibilities of 
each release immediately and 
place his order without loss of 
time. 


Shaw Names Rutledge 


Don H. Rutledge, formerly pro- 
duction and art manager of Roy 
S. Durstine, Inc., has been ap- 
pointed production manager of 
John W. Shaw Advertising, Chi- 
cago. 


National Names Gugel 


Raymond P. Gugel, formerly 
with Hav Nash & Associates, Ro- 
chester, N. Y., has been appointed 
advertising director of National 
Clothing Company, Rochester. 


Compton Heads WTTG 


Walter Compton has _ been 
named general manager of Du- 
Mont’s Washington station, WTTG. 


He has been an executive assist-;| MBS White House announcer, he 
ant at the station since June, 1947.|is featured in a daily news com- 
A practicing newsman and former |mentary from Washington. 


FARMERS 


Prefer WIBW because we've served 
their interests for 24 years. WIBW is 
the farm station for: Kansas and ad- 


joining states. 


TheVoiceo¢Kansas 
in TOPEKA 


Advertising Women of New York 
at a luncheon meeting if the typ- | 
ical American man is “that bored, 
sophisticated, well-tailored dum- 
my holding a whisky glass” pic- 
tured in the ads. 

“To me the Man of Distinction 
was that boy who slept in the up- 
per berth in that glorious ad dur- 
ing the war,” Mrs. Rosenberg said, 
and added to the list the man who 
struggled on the overcrowded 
trains, the factory worker and the 
marines on Iwo Jima. 

Mrs. Rosenberg called on the 


“Voice of America” broadcasts to | 
represent the ‘“‘conscience of Amer- | 


ica,” but told her audience that 


the voice cannot tell the American | 


story here and abroad if “you and 
I don’t do our job.” 

As for the typical American 
woman depicted in the latest “new 


look” advertisements, Mrs. Rosen- | 


berg’s slogan was “Let the New 
Look of Today Be the Forgotten 
Look of Tomorrow.” 
scribed the new look as “showing 


everything you want to hide and | 


hiding everything you want to 
show.” 


AFA Appoints Judges 
for Adclub Contest 


A committee of five judges has 
been selected to appraise entries 
from member advertising clubs in 
the eighth annual competition 
sponsored by the Advertising Fed- 
eration of America. Judges are 
Ben Duffy, president, Batten, Bar- 
ton, Durstine & Osborn; Gene 
Flack, director of advertising, Sun- 
shine Biscuits, Inc.; Frederic R. 
Gamble, president, American As- 
sociation of Advertising Agencies; 
Robert M. Gray, manager, adver- 
tising-sales promotion department, 
Standard Oil Company of New Jer- 
sey, and Edwin F. Thayer, pub- 
lisher of Tide. Closing date for 
entries is May 17, and awards will 
be presented at the AFA’s 44th an- 
7 convention in Cincinnati June 
3-16. 


Sommers Promoted 


George R. Sommers has been ap- 
pointed director of sales in the 
West Coast territory for all prod- 
t divisions of Sylvania Electric 
oducts, Inc., New York. He has 
‘en Pacific Coast manager of 
lizhting products. 


omen ha 


Two Join Maxon 

William Mulvey, formerly with 
Kenyon & Eckhardt, New York, 
iid Bruce F. Elliott, who formerly 
¢ nducted Elliott Business Promo- 
tons, Lansing, Mich., have joined 
the copy department of Maxon, 
Ine., New York. 
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MAIN ENTRANCE TO THE GREAT HARDWARE MARKET | 
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Hardware Age is the top choice of advertisers because it gives them top results. 

Most manufacturers who advertise to the national hardware field blanket the 
two-billion dollar hardware market with Hardware Age alone. It’s the only maga- 
zine where hardware men can find the vital trade news they need 26 times a year. 
It’s packed with timely merchandising information . . .““how-to-do-it” articles by 
men who really know...and the greatest parade of product advertising in the 
entire hardware field. 

That’s why Hardware Age has won the largest audience available to hardware 
trade advertisers—the only wholly voluntary, prepaid circulation in the national 
hardware field. That’s why so many successful companies find Hardware Age is all 
they need to do a thorough advertising job in the hardware market, . 


HARDWARE AGE 


is HARDWARE AGE | 


used exclusively | 


A Chilton ® Publication 


100 EAST 42nd STREET e 


@ Charter Member Ki80) 


NEW YORK 17, N. Y. | 
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Explains ‘Round Table’ 


The University of Chicago’s 
radio office has published an illus- 


trated 32-page booklet, “Round 
Table Memorandum,” explaining 
“do’s” and “don’ts” for partici- 


pants in radio forum discussions. 
The booklet, prepared by George 
Probst, executive secretary of the 


radio office, also contains a history | St 


and the “approach” of the 14- 
year-old “University of Chicago 
‘Round Table” program, an NBC 
| sustainer. 


Doremus Expands 

The San Francisco office of 
Doremus & Co. has been moved 
to larger quarters at 544 Market 


OF COURSE NOT! 


an oil man, is ludicrous. 


IT’S NO MORE TRUE than 


HER! 


The thought, while a beautiful one for 


the inference that every retail 


sale made in the county of Los Angeles is made in the city of 


Los Angeles itself. 


AS A MATTER OF FACT, in 1946, over ONE BILLION, FOUR 
HUNDRED AND ELEVEN MILLION DOLLARS .. . or 31.1% 


. . « Of all retail sales made in 
outside the city of Los Angeles. 


Los Angeles county were made 


LEADING, BY FAR, IN THIS RICH “outside area” was the 


city of Long Beach, California. 


Here retail sales hit an all-time 


high of $315,622,000.00* in 1946! 


leads 


Long Beach, California 


PRESS-] ELEGRAM 


AND TO TELL AND SELL this rich 
315-million dollar Long Beach market, 
one newspaper does the job alone. It 


the second paper in the market 


by over 60,000 Net Paid Circulation 
and is the daily reading habit in over 
2 out of every 3 Long Beach homes. 
It’s the popular... 


*Sales Management, 


May, 1947 


Represented Nationally by WILLIAMS, LAWRENCE & CRESMER 


- THERE 1S AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 


SIGNING AND PR 


CTION OF 


LITHOGRAPHED DISPLAY MATERIAL 


-IT MAY BE TH 
AND EXPERIE 


AT THE SKILL 
NCE OF THIS 


ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


ee 


en 


won 


ITHOGRAPHED DISPLAYS 


Soda Fountain 
Boosting Sales, 
Survey Discloses 


New York—That familiar soda 
fountain in the drug store has 
built up sales consistently and 
should continue to grow in the 
years ahead, Drug Topics con- 
cludes in a study of trends over 
an 18-year period. 

Of the major categories in the 
average drug store, the publica- 
tion says, the fountain is the only 
one which has grown steadily 
during almost the entire period 
from 1929 to 1946. And it has 
shown the greatest improvement, 
in percentage, and second great- 
est improvement, in dollars, among 
the various departments. 

Fountain sales, meals and bot- 
tled soft drinks in 1946 accounted 
for 19.8% of total drug store sales, 
compared with 14.9% in 1929 and 
16.4% in 1939, the study shows. 


Prescriptions Off 


During the 1929-46 period, pre- 
scriptions have dropped back 
from 12.4% to 11.7% of total sales; 
drugs, medicines, chemical com- 
pounds, first aid goods and sick- 
room, medical and surgical sup- 
plies from 40.3% to 34.3%; cos- 
metics, toilet preparations and 
toilet soap, from 13 to 11%; con- 
fectionery and nuts, 3% to 3.5%; 
cigars, cigarets and tobacco, 12.8% 
to 13.6%; beer, wine and liquor, 
none to 4.1%, and other sales, 
3.6% to 2%. 

Compared with an increase of 
111% in total drug store business 
over the 18-year term, the foun- 
tain recorded a gain of 181%. 
Fountain sales in 1946 are esti- 
mated at $707,155,000, and were 
led only by the drugs and medi- 
cines category, with $1,222,755,- 
000. The latter figure is a 79% 
increase over 1929 volume. 


Sales at New High 


Variety and department stores 
and supermarkets “are installing 
fountains as fast as they can lay 
hands on them,” Drug Topics re- 
ports, and “the widening public 
reached by these newer installa- 
tions will thus be educated to use 
drug store fountains more fre- 
quently than they do today.” 

Drug store sales set another all- 
time peak in 1947, the publication 
reports on the basis of figures 
compiled from a cross-section of 
druggists throughout the country, 
reaching a total of $3,627,000,000. 
Sales exceeded the ’46 volume by 
1.6%, but the percentage of in- 
crease is the smallest recorded | 
since 1939. Sales actually were 
lower, compared with the previous 
year, in June, July, August and 
November. 


| Psyche in Person 
| Slated for Miami 


White Rock Corporation, New 
York, is building a publicity and 
advertising campaign in Miami 
around the personal appearances 
of Psyche, the White Rock girl. 
Spearheaded by the opening of 


sonal appearances by Psyche, who 
is model Bettye Martin, at clubs 
and hotels, a contest for 
Miami Psyche,” 
partment store beauty salons for 
a Psyche hairdo and other mer- 
chandising and promotion plans. 


the agency. 


Plans Video Operations 


Station KDYL, Salt Lake City, 
will begin operation of an experi- 
mental television station, W6XIS, 
next month. Commercial televi- 
sion is expected by the end of 
1948. 


Opens L. A. Office 

Pacific Press, Inc., Los Angeles, 
has opened a sales office in San 
Francisco with Phil Dillon in 
charge. = 
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lhe Creative WUan2 Corner 


Recently, in New York, at the Four A’s annual Black 
Mass, a number of advertising’s high priests stood upon an 
altar-like structure and delivered what could hardly bx 
described as blessings upon copy research. 

This Corner has inspected the high priests’ remarks anc 
finds itself pretty much, if not completely, in accord with 
them. As a matter of fact, it would like to further thei 
remarks with a short dissertation on the Ethyl ad, repro- 
duced herewith. 

This ad, as you can readily see, is strictly out of the schoo! 
of readership. Movie stars—for their high noting value 
The quiz technique—for its high reading value. In short, 


CaN vou Guess their real names? 
/ : Here's a double quiz. Do you know 
yi “ these famous stars by both their 


Resatine & in the pumps woth “Fithy! emebleme 
>. 


‘They lave this mon ts St dow. aad past shew 


— enddes wich he embarked 1m \ <code vite of mew 


(Om Ube not he plays aqueehy faite ond yokee aber’ 
due broken down Mawwell var. Actually, he is an ae 
commpiontond sobre and drivers weilkepe 14) com 
wertible, He shone usee “Rthyl” geantioe He anys. 
“1 wash the gue’ in my serepte Gan atean: o goad ae 
the ‘Rehyl’ gascline on my car 


‘The scream mame of thin hrywnhawed. bhue-wyed 
at ~—scon © apyeot in Bamuet Gotdeye’s “TRE 
SHOP'S WIPE” — nae been ap wm einetce Hgts mo 
otter that Ue chenees are you knam 4 aime ee well 
es your own name Hen Gn you hace Une mata ohe wer 
gpven when the was bare in Balt Lake City the name 9 
hee cbt Friemin acttt preder’ Here ore © few fects thet 
molgh! Reip yous idemtiiiataon 

Mor inet ptare was “THE FARMER'S DAUGH 
TRH She dum 6 tot of eutamobils driving becaue 


the usual stuff, with testimonials that sound about as true 
as a two-dollar cornet. 

Down in the lower right-hand corner is the supposed 
“sell.” The movie stars, it says, “look for the ‘Ethyl’ trade- 
mark on gasoline pumps” because “they know that the 
familiar yellow-and black ‘Ethyl’ emblem means that the 
oil refiner has improved his best gasoline with ‘Ethyl’ anti- 
knock compound.” Remarkable people, these movie stars— 
what could they think it meant: that he had poured a pot 
of Darjeeling tea into it? And just in case you don’t know 
what Ethyl is (or care), the copy explains that it’s “the 
famous ingredient that steps up power and performance— 
helps cars run their best.” Nice and specific. 

According to the ads, plain gasoline gives my car wings 
like an airplane, makes it run like a fire engine and leap 
over housetops like a flying horse. Why should I spend a 
few cents extra for Ethyl? Hey, you there, Bub—give me a 
tankful of Blue Sunoco. 
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the new White Rock franchise area | 
in Miami, the drive includes per- | 


*“Miss | 
tie-ups with de- 


Kenyon & Eckhardt, New York, is | 
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Majority Wants 
Small, Light Car, 
Survey Discloses 


Detroit — Americans want a 
|small, light car. 

Edward R. Grace, 
dent of Grant Advertising, Inc., 
in the principal address at the an- 
nual convention of the Society of 
Automotive Engineers here, said 
that a nationwide survey by his 
agency showed: 

1. Lower cost dominated the 

|reasoning of 60.4% of those sur- 
|veyed, who said the car makers 
|should produce such a vehicle. 
2. Almost three out of four 
|questioned said they would buy 
|such a car in preference to pres- 
ent low-priced cars. 

3. Sixty-seven per cent of the 
| latter group said such a buy would 
be their first and last automobile. 
An additional 32% said _ they 


would buy one in addition to their | 


|present car. 
| Mr. Grace said that bankers 
|agree with the public that the car 


|should be priced at about $1,000. | 


| Sixty-one per cent of those ques- 
| tioned said they were willing to 


| 
: . | 
vice-presi- | 


‘ 
ee ee er 4 


ipay from $750 to $1,000 for it 
ores 16.5% were willing to pay 
| more than $1,000, and 17.5% want 
a car under $750. 


‘McGraw-Hill Appoints 
Kelly and Thomas 


John R. Thomas, formerly i! 
the classified advertising sales di- 
vision of McGraw-Hill Interna- 
tional, New York, has been ap- 
| pointed to represent the comp2n) 
in Cleveland. He will represet 
The American Automobile (ovel- 
seas edition) and El Automov? 10 
Ohio, western Pennsylvania  n¢ 
| western New York state. 

Raymond J. Kelly, formerly a 
advertising representative for the 
Chicago Sun, has been appoin'ed 
advertising representative ‘0! 
Michigan, Indiana, and Louis\ le 
for McGraw-Hill International. He 
will represent the McGraw-/!'!' 
Digest, Ingenieria Internaciot 
Industria and Ingenieria Inter '4- 
cional Construccion. 


Acme Appoints Conner 


The Conner Company, 
Francisco, has been named '*) 
Acme Leather Products Compa! 
San Francisco, to handle tra 
publication and direct mail pr’ 
/motion of its line of briefcases, 
' women’s handbags and hobby ki'‘s 
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More New York 
Hotels to Offer 
Hotelevision 


New YorK—The second hotel to | 
provide in-room television for its 
guests is the New Yorker. 

Hotelevision, Inc., has installed 
q master receiver and central 
monitor unit, and rooms from the 
30th to 40th floors have been wired 
for video reception. Guests will 
be charged $3 a day for this serv- 
ice. 

Hotelevision first went into op- 
eration on three floors in the 
Roosevelt here in late November. 
This added attraction has been 
well received by guests, hotel ex- 
ecutives report. Rooms equipped 
with video sets are rarely empty; 
and guests frequently write to the 
hotel commending the television 
reception and requesting a video 
rom on their next visit to New 
York. 


Extends Room Coverage 


Satisfied with its test of the 
system on a part of the 7th, 8th 
and 9th floors, the Roosevelt has 
ordered enough sets for the re- 
mainder of the rooms on those 
floors. The Capitol and President 
hotels also hawe contracted for 
Hotelevision. 

Currently the company, which 
is partially owned by Olympic 
Radio & Television, Inc., manufac- 
turer of its sets, and Dynamic 
Electronics-New York, is negoti- 
ating with a number of other hos- 
telries, including the Hilton chain. 

Hotelevision’s advertising cam- 
paign, now set to break in April 
or May through LaRoche & Ellis, | 
will at first be directed toward | 
selling hotel executives — largely 
through business publications — 
on in-room video. Later the com- | 
pany will bend its efforts to sell | 
the traveler on choosing a hotel | 
equipped with Hotelevision. 

Meanwhile, another company 
with a competitive service is 
readying a trade campaign. Na- 
tional Service Sales Corporation, 
distributor of Guest Television, a 
centralized television system, has | 
appointed Peter Hilton, Inc. to 
handle the drive. None of this 
firm’s sets have been installed as 
yet but it is offering a master 
unit with portable table sets with | 
a 14-inch screen. 


Socony Copy Tells 


of Change in Name | 
Socony-Vacuum Oil Company | 
has launched a campaign in 400) 
newspapers in New York and New | 
England explaining that the word | 
‘Standard” is being dropped from | 
its products, bulk plants and tank | 
trucks. Seventeen years ago Soc- | 
ony was the Standard Oil Com- 
pany of New York and Vacuum 
Oil Company, abbreviated to Soc- 
my. 
_The company says “Today the 
fying red horse has outgrown its 
native Soconyland’ and the name 
Standard.’” The drive will run) 
until spring. Compton Advertis- 
ing is the agency. 


Non-farm Families 
Have More, Index Shows 


_Non-agricultural families in the 
United States had nearly one-third | 
more dollars for discretionary 
spending in 1947 than in 1939, ac-. 
cording to the research department 
of Macfadden, Publications, New | 
York, which has issued its 10th an- 
hual discretionary spending power 
Incex, 

Jf these families, the wage 
earner families were the better-off 
group in that their “loose money” 
had doubled during the past eight 
years. 


Names Ellis Agency 

_Kolk Mfg. Company, North 
‘onawanda, N. Y., maker of Table 
P. ide stainless steel tableware, has 
4} pointed Ellis Advertising Com- 
biny, Buffalo, to direct its adver- 


Westport Names Artwil 


Westport Publishing Company, 
Westport, Conn., has appointed the 
Artwil Company, New York, to 
handle a campaign in newspapers 
and magazines on its book. “How 
to Build a Better Home.” 


Hotel Appoints Botsford 


The Sir Francis Drake Hotel, 
San Francisco, has appointed the 
San Francisco office of Botsford, 
Constantine & Gardner to handle 
its advertising. 


McAnelly to ‘Newsweek’ 


Arthur J. McAnelly, formerly 
research and business promotion 


and surgical supplies and equip- 


ment. John Rockwell Swain, for-| F 


merly chief of medical and drug 
copy at the Arndt agency, is vice- 


president of the new agency, and 
L. Ramsdell, formerly treas- 
urer and general manager of Os- 
borne Company, is treasurer. 


director of Scripps-Howard News- 
papers, New York, has joined 
Newsweek as research director. 


Ramsdell Forms Agency | 


Lee Ramsdell Jr., formerly | 
vice-president of John Falkner | 
Arndt & Co., Philadelphia, has | 
established an advertising agency | 
to specialize in the promotion of | 
pharmaceutical, chemical, drug 
and food products and medical 
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Using. Magazines and newspapers 


wll be used. 


To sell 
anything 


ach the 


Your advertising gets more readers per thousand 
circulation in POPULAR MECHANICS because our 


readers—having the PM. Mind—read ads deliberately. 


% That means ANYTHING from shoes to 


shampoo... razors to raincoats... ties to 


tires .. . watches, cars, radios, golf balls, pipe 
tobacco, cameras, shotguns, fishing rods, 


railway vacation trips —a list without end. 


More than ONE MILLION circulation 
... more than 3.7 MILLION readers 
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Quigney to ‘Companion 

James A. Quigney, who has 
been associated with the photo- 
graphic departments of Crowell- 
Collier publications, New York, 
for a number of years, has been 
appointed director of the “Picture 
Companion,” a special feature- 
phuto section of the Woman’s 
Home Companion. 


THE LETTER SH 


431 S. Dearborn St., 


Chicago 5.1linois 


Exposition Men 
to Hold Own Fair 


SACRAMENTO—AII the tricks of 
the exhibition business will be 
exposed, explained and exploited 
—for the benefit of exposition men 
—at the Western Fairs Associa- 
tion’s show on the California State 
Fair Grounds Feb. 11-14. 

Designed to improve fair man- 
agement in five western states and 
Canada, the show will have actual 
demonstration exhibits, auditions 
of live acts, and expositions of all 
the crafts which are involved in 
the modern fair. 


Artists, admen, entertainment 


ABC MEMBERSHIP 


Offers the advertiser more 


for his dollar than any other * 
medwm in its field. 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE, NEW YORK 


agents, designers, exhibit builders, 
architects, educators and others 
will illustrate their contributions 
through lectures, motion pictures, 


drawings, slides and other me- 
chanical devices. 
Over 300 representatives of 


about 90 fairs are expected. 


Manz Advances Gries 


Joseph C. Gries has been ap- 
pointed director of sales of Manz 
Corporation, Chicago printer. He 
joined the company 24 years ago 
as director of its creative divisions, 
a position he will continue to hold. 


Esty Changes Name 


William Esty & Co., New York 
‘agency, has changed its corporate 
name to William Esty Company, 
Inc. 


Kennedy Names Agency 


D. J. Kennedy Company, Pitts- 
burgh, supplier of building ma- 
terials, has appointed Pratt & 
Burk, Pittsburgh, to handle its ad- 
vertising. 


Audit reports do not tell— 


How much of this circulation is in 


TRUE SMALL TOWNS) 


AND HOW MUCH IS IN 


SUBURBAN SMALL TOWNS’ . 


Check the Audit reports on a list like 


Collier’s, Life, Look, 


American Weekly, and This Week—and 
you will find— 


More than 1, of 
that circulation 
goes into Suburban ©) 
Small Towns of less * 
than 1000 population. 
You get 35% less cir- 
culation than surface | 


analysis leads you to expect in the True Small Town 
market of 3,300,000 families, representing 1 out of 8 
(12%) of the entire city and town market. 


GRIT has the greatest concentration of True Small 
Town circulation of any national publication. 


Check your coverage in city and town markets with 
this coverage finder. ' 


GRIT PUBLISHING CO., WILLIAMSPORT 3 PA 


SMALL TOWN AMERICA'S GREATEST FAMILY WEEKLY ... 


Ney 


Satevepost, Time, 


Check Your ey List for Coverage 
h 


w the 
GRIT COVERAGE FINDER 

This chart shows percentage of circulation coverage 
attained in each of 3 national city and town 
markets. To find coverage on any given list 
simply do this 

1, Mark publication you are considering. 

2. Cross out all other publications. 

3. Add up your coverage figures. 


] 
Metropol- Places ove Places 
itan Places! 1000 Pop. under 1 


=" 


(242 | Beyond Pop. Beyond 
| Oman Metrop. | Metrop. 
Influence Influence 
No. of Families, ee 
In Millions | 18.0 | 67 | 3.3 
| Amer. Home | 9% | 9% | 2% 
p Amer. Meg. | 7% | 10% |" 4% 
| Amer. Wkly. | 34% | 26% 8% 
|BetterH.&G. | 9% | 11% 6% 
| Collier's 10% | 12% | 6% | 
| Cosmo. _8% | 8% | 1% | 
|FawcettW. 10% 1gy 3% | 
| Good Hskpg. | 10% | 11% 2% 
jbadies'H.J. | 14% | 15% | 10% | 
Liberty _4% | 5% | 2% 
| tife —|5 17% | 3% 
took | 7% | 9% | 4% 
‘McCall's | 11%| «16H | OTH 
|RedBook | 6% | 7% | 2% 
/Sot.€. Post | 12% | 11% | 9% 
ThisWeek § 28% | 15% | 8% 
Time =——(si| 4% | 4%:|~COH 
| True Story 7 8% | 11% | 4% 
f Women's H.C. | 13% | 15% 6% _ 
GRIT | -- | 3% 12% 


Tells the Story 
Ask GRIT for it 


with more than 650,000 circulation 
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Turns Eloquent, 
Hits Bullseye 


New York—‘“I Am Not Averse 
to Violent Revolution.” 
In its eloquent promotion piece 
with that title, Young America 
traces the development of a pro- 
collectivist mind between the ages 
of 16 and 20. 
The booklet contains a reprint 
of letters from Edward ..., a 
Pennsylvania youth, written be- 
tween 1943 and 1947. Edward is- 
sued his manifesto at the age of 
16 in a letter to the magazine. 
Said he: “I intend to do all I 
possibly can to overthrow the an- 
archist system that now dominates 
five-sixths of the earth, Capital- 
ism.” 
Commenting that “The battle is 
for minds,’ Young America drives 
home its message that the ANA- 
Four A’s Joint Committee pro- 
gram to sell the American way 
must be done quickly, and must 
be done with tomorrow’s leaders. 
“Over 2,500,000 youths’ reach 
the age of 18 yearly—that’s 10,000 
every business day of life,” is the 
slogan repeated on every page. 
And every page testifies how an 
anti-social attitude develops—in- 
timates that it might well have 
been arrested and_ redirected 
through meaty, hard-hitting copy 
explaining the American economic 
system. 


Metalfield Appoints 


Metalfield, Inc., New York, man- 
ufacturer of compacts, cigaret 
lighters, and other metal products, 
has appointed Merchandising Bu- 
reau, Inc., New York, to handle 
its advertising. 


Mallett Assists Hayes 


Charles K. Mallett has been ap- 
pointed assistant to Metz B. Hayes, 
New England manager of True 
Story and Sport, Macfadden pub- 
lications, with headquarters in 
Boston. 


Monitor Boosts Quinn 


T. K. Quinn Jr., former editor 
of the Monitor dealer magazine 
and son of T. K. Quinn, president 
of Monitor Equipment Corporation, 
New York, has been appointed ad- 


Trend of Retail Prices in December 
George Neustadt, New York, checks all advertising of 
about 90 consumer commodities in nine cities to determine 
price trends. By special arrangement with Mr. Neustadt, 
ADVERTISING AGE each month will show the trend in prices, 
as well as total advertising support, of the 10 most sig- 
nificant or interesting commodities of the month. Prices 
shown here are the midpoint prices, meaning that half 
the advertising for each item featured a higher price than 
that shown, and half featured a lower price. The tabula- 
tion covers all advertising of each commodity in the meas- 
ured cities—by all types of retail outlets and in all printed 
media. 
Average for Month of December 
Commodity 1947 1946 1940 
W&M silk or wool dresses........ $ 17.28 $ 16.72 $ 9.80 
pf rrr 6.26 5.87 2.44 
SO re eee 244.00 272.00 144.80 
asc. a wiaisnwla bs didvers iene 1.56 1.73 88 
nis occ dv a cin cine wets 10.17 8.76 4.62 
bo PO ere rar 8.92 10.92 2.00 
W&M robes, negligees............ 15.30 12.25 . 10.75 
ree 47.56 44.56 26.46 
eat ys aha iace bs 6 Hee 00 wd 3.87 4.27 1.38 
ES Pers ere ee 87.60 62.40 45.06 
Advertising Linage Comparison 
Linage Linage G or L 
Commodity 1946 1947 % 
W&M silk or wool dresses...... 1,149,362 1,241,906 8G 
I Ma bas Vg atin 0 0-5 4 « 334,799 392,921 17 G 
Me ES, et eee 1,014,413 892,458 12 L 
SE 162,562 225,140 39 G 
eS. vei usa ceddecs 355,158 442,689 24G 
W&M handbags ............... 467,717 377,055 19 L 
W&M robes and negligees...... 574,837 564,151 21L 
ee 126,193 431,320 241 G 
ook evwensawae 95,742 433,507 353 G 
ra ar 479,326 1,139,852 137 G 
7 a a - 
Promotion Piece (Ads Won't Fix 


Abuses, Editor 
Tells Brokers 


Cuicaco — The recent advertis- 
ing of Merrill Lynch, Pierce, Fen- 
ner & Beane, designed to acquaint 
the public with the “vital eco- 
nomic function” performed by 
speculators in the various stock 
and commodity markets, and thus 
remove some of the onus which 
has attached to market operations 
because of recent publicity, last 
week drew the fire cf Robert P. 
Vanderpoel, financial editor of the 
Chicago Herald-American. 

Reporting that recent discus- 
sions about “gambling” in the 
commodity markets have reduced 
Merrill Lynch business some 33 
to 40%, Mr. Vanderpoel said that 
“actually the drop was from ex- 
traordinarily high levels that, we 
are convinced, accelerated and ac- 
centuated a rise originally prompt- 
ed by more fundamental factors.” 
“The public,” he said, “is not 
generally antagonistic to the com- 
modity exchanges, and for the 
most part recognizes that they 
serve a useful function. . . 

“That does not mean that there 
cannot be both excesses and 
abuses. Those engaged in this 
business, instead of worrying 50 
much about the public misunder- 
standing them, might better sce 
what could be done about pre- 
venting in the future these ex- 
cesses and abuses.” 


Publisher Plans Drive 


Ralston Publishing Company 
has plans for a campaign in new>- 
papers and magazines, featuri: 
the Roth Memory Course. Artv il 
Company, New York, handles te 
account. 


Higgins to ‘McCall's’ 

John P. Higgins, formerly wi 
the circulation department 
Hearst Magazines, New York, h 
been appointed manager of su 
scription agencies for the McC: 
Corporation, New York. 


WMBR Increases Power 


WMBR, CBS affiliate in Jack- 
sonville, Fla., now is operating o 
its increased power of 5,000 watts 
The station previousiy used 25! 


vertising manager of the’ company. 


watts. 
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British Agency 
Compensation Is 
33% on Ad Dollar 


Lonpon — The British govern- 
ment’s official advertising agency, 
the Central Office of Information, 
costs the government 33% on the 
dollar to perform its agency and 
public relations functions, World’s 

Expenditures for advertising, 
publicity, exhibitions and photog- 
raphy totaled £3,377,800 for 1947- 
48. At the same time, salaries and 
other overhead expenses totaled 
£1,120,600, or about 33%. 

The usual series of press com- 
ments attacking and defending the 


Names Representatives 


{lon Company as special repre- 
sentative in New York, and O. A. 
'Feldon & Associates in Chicago. 


Blocksom Names Adler 


William Hart Adler, Inc., Chi- 
cago, has been appointed to direct 
the advertising of Blocksom & Co., 
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Michigan City, Ind., manufacturer 
of curled hair filling for uphol- 
stered furniture, mattresses and 
crib mattresses. The agency has 
resigned the accounts of O. 
Duryea Corporation and General 
American Aerocoach division of 
General American Transportation 
Corporation. 


STADLER STUDIOS @ STADLER 


TADLER STUDIOS 


62 E. LAKE ST., CHICAGO 1, ILL. 


Press News reports. 
PRE-TESTED—Sunshine Biscuits, New York, is releasing this new set of pre- 
r tested price cards that tie in with the company’s national campaign, biggest in 
its history, including an increased magazine schedule, local newspapers and out- 
‘ door posters. 
P . 
Stern’s Pokes Fun ~Yé6T Promotes Diesel 
P | Richard M. Diesel, who joined| government followed the an- 
at Buyers Errors Yale & Towne Mfg.’ Company in |nouncement. 
2 1939, has been appointed assistant 
“ —Sells Overstock |general sales manager of the) 
6 ‘Stamford division, Stamford, 
8 PHILADELPHIA—“There’s nothing | Conn. Since 1945 he has been 
: like inventory time to bring to|Yale & Towne’s manager of air- tawrant Magazine, San Francisco, 
light the white elephants . . . the |craft and automotive sales in De- serving the 11 western and Pacific 
dogs . . . the items that for one |troit. 
reason or another don’t want to. 
: leave us,” Stern’s department | 
store admitted in newspaper ads. 
i here. 
i With pages full of “Stern’s Fol- 
L lies of °47,” the items running in 
i pseudo-classified style, the store, 
i kidded itself, its buyers and Mr. 
L Stern himself about the merchan- | 
Ls dise that wouldn’t sell at the reg- | 
“4 ular prices. 
4 “There’s some price at which | 
x anything will sell... and that’s | 
— what we’ve tried to do,” the copy 
declared with hopeful resignation. 
And the items began: ‘‘Odd pieces 
that are supposed to match, but 
don’t quite make it. Keep the) 
shades down and the lights low 
and no one will notice you saved | 
tis. $63 because you weren’t too par- | 
“wi ticular. Chest, vanity and bed— | 
aint @ 4s $129, now $66.” ; 
ale Other gems included: “Did you | 
i know oak came in at least seven | 
toed different shades? We know and | 
* 69h we've got a seven-piece dinette to | 
hich prove it. That’s why the $219) 
7 price tag now reads $139.” | 
last Even Mr. Stern ‘Had It’ 
t P. Not even the big brass was safe | 
the Bin the fun-poking ads, e.g.: | 
“Bought by Mr. Stern himself, but | 
cus- it was our poor buyer who had to | 
the BF cell ’em—they’re six-tube table | 
uced Hi radios that were supposed to bring 
> 33 Bus $39.95 each. We're sneaking | 
that Bem out behind the boss’ back at | 
ex- $19.95.” 
» we And as for some of the rugs: 
ac- B “when we say this wool chenille | 
npt- H8x10 rug is reversible, we mean 
Ors. it looks just as bad on both sides. | 
not M Rose and brown and wouldn’t sell 
ori= Bat $49.95. It’s yours for $29.95.” 
the @ Just one more: “B-R-O-T-H- | 
they HE-R! Is this a tacky bit of stuff. 
It’s a desk (?) with center drawer 
here Band a walnut (?) finish that’s | 
e strictly out of a paint can. Not a/| 
Ake soul would buy it at $19.95. It| 
A “© Fpought to be worth $10—even as | Look at Levelcoat... 
7 . fire wood.” ® 
ee _ Happy ending note: People for bri htness 
" _ gcusht, buyers happy. It sparkles with brightness to the 
x very fiber! Yes, that’s literally 
KOIL Promotes Blair true of Levelcoat* printing paper 
7 Forrest H. Blair, national ad-| —for the luster of Levelcoat be- 
: verlising manager of Stations a eps 39 
pa''Y MKOIL and KFOR, has been ap- gins with a blend of “brightness 
he pointed general sales manager of fibers in the pulp itself. And over 
rtw'il ibe KOIL, Omaha. He will this basic body whiteness is a 
ontinue to represent Station , ry : » ‘ 
sthe BKFOR in Lincoln. Donald A. bright. white-coated surface which 
Dahlberg, formerly publicity and brings out all the brilliance in 
0, ene Caacaiion _ pry your finest printed piece —gives 
‘ei appointed sales promotion man- it the Levelcoat lift. 
: ager of KOIL. 
, h ea | 
su'- [ lssues Mat Directory | 
cCi The retail division of the Bu-| 
eau of Advertising, ANPA, has | 
iled to members its annual di- | yt PAYS To 
er + tory of syndicate mat services. 
lack ‘he directory contains informa- 
1g 0 “« n on weekly, monthly, quar- 
vatts &ly, semi-annual, annual and 
251 kaged mat services, their bisceiedend 


“Curces, and a general description 
! each. 


| Keeler’s Review, Hotel & Res- 


Coast states, has named L. J. Dil- 
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Before choosing any printing paper... 


veg 
eT 
. cael 


Look at Levelcoat... 


ate 


for smoothness 


Look at Levelcoat... 


for printability 


l 
OK ar reve 


TT. M. REG. U.S. PAT. OFF, 


Like a gorgeous gem against a 
lovely throat, your fine color 
printing glows on smoother Level- 
coat paper. For the full, fine- 
textured surface of Levelcoat is a 
product of clays especially chosen 
for their soft “face powder quality. 
And at Kimberly-Clark a special 
process controls the “flowing on” 
of this surface to a point of fine 
precision. 


In setting the price to the adver- 
tiser and the profit to the printer, 
press time is a dominating factor. 
Thus it is that both buyers and 
producers of printing like the 
smooth, dependable printability of 
Levelcoat. Try this fine coated 
paper on your next printing job. 
Enjoy the trouble-free production 
of uniformly beautiful work, at 
the peak of press efficiency! 


bocleoat 
ps Levelcoat* printing papers are made 


in these grades: Trufectt, Kimfectt, 
Vultifectt and Rotofectt. 


PRINTING PAPERS 


Kinbery, IMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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'sion centered about who could be 
considered likely to help in this. 
All of us can help repair what 


Calls for ‘Right’ 


Mental Attitude 
To the Editor: The set-to be- : 
2 /we are doing to ourselves—by go- 
tween Bedell and Mattingly, pub- | ing to work, now, with the RIGHT 
lished in this department, left me! mental attitude. By RIGHT, I 
ym gg ot. yt gre Be- | mean what our civilized veneer 
P a Dy s n tenes Ee ¥ | allows us to perceive as beneficial 
® vem oe is wid e mix - sea | *° ourselves and at the same time 
categorically, as to have confused |}eneficial to others, beneath the 
what should remain a reasonable |, eless trappings of what we 
discussion. j Pe ‘know as accomplishment. There 
Bedell after all is writing about | will be a difference, I’m sure, be- 
ro gan Be Pops. Javan te 7 ‘tween what I call right mental 
fine their thoughts to its circum- rreoggeley aAigg Ray Bramsge +t 
scribed interests, if they want to ’ P : 
help it. After ssteapaiel pe x. | Anyone can see that this resolves 
traneous comment on both sides, | into a matter of conscience, and | 
it appears that both writers were S° into morality. It is this quite 
discussing what could be done to innocent variance betwixt the con- 
repair the damage to national| sciences of all individuals, that | 
productiveness. A minor, but an|makes life at all noteworthy. | 


interesting phase of this discus-|Those who would have RIGHT) 


This department is a reader’s forum. Letters are welcome. 


translated into edict, so they could 
investigate its trespass charm— 
well, that’s the way some pretty 
good unwritten laws have passed 
into discard. 

The solution of the question in- 
volves more than raising the level 
of citizenship, more than defining 
cheating. Whatever results are 
attainable here, are measurable, 
in terms of the basic purpose 
which such doings and others 
should serve. This has to do with 
principle—with whether we sweat 
at work, lose and gain, and argue 


}amongst ourselves, just to pass 


time, or whether for a purpose. 
It is entirely within human 
limitations to solve problems like 
this one of ours. This can be ac- 
complished with the expert em- 
ployment of a denominator. that 
will resolve all our existing rid- 


— ovER 1,500,000 READERS 


in OHIOS FASTEST 


Are you after sales? Of course you are. 


And isn’t 


it just plain common sense that you'll get better 


sales in a rapidly expanding market? 


The 49 newspapers of the Ohio Select List have in- 


creased their circulation over 30°% in the 


last eight 


years. This is 2-1/2 times Ohio’s rate of growth 
during the same period. Today, one out of four 
Ohioans reads an Ohio Select List newpaper. The 
49 highly industrialized cities of the Ohio Select 
List are really on the march. This is a $1,250,000,000 


retail market. 


Remember this market includes most 
farmers because these 49 dailies cover 


of Ohio’s 
58 of the 


88 counties. And the farmers are making more 
money and spending more than ever before. If 


you want your share of this fast- 
spending local-buying market, 
write, wire or phone now! 


K + CINCINNATI. 


‘for management of all kinds: in- 


Advertising Age, February 2, 1948 


dles into comparable quantities.;ing is based on somebody o 
This is mathematically certain—if other’s report that the average 
the reader who believes that two|adult has the mentality of 4 j9. 
and two make four can be be-j| year-old. IF so, then maybe to, 
lieved to represent a majority of! many people aren’t irked by such 
the citizens of this nation. ads. 

Most of the people who’ve tried Of course, if these ads reajjy 
their heads at this riddle stopped sell the goods, who are we to 
analyzing too soon; they quit sojcriticize? There seems to haye 
early in the game probably be- | been a lot of criticism in respeg 
cause the life immediately around | to a certain well known cizare 
them interested them much more| which has made famous its slogan 
than what Mr. Mattingly said was|“LS/MFT.” Well, despite the fac 
a malleable future. that it goes against the grain t 

However, before I sign off let | have to listen to this regularly, ; 
me say that Mr. Mattingly’s rea-|seems to be well known—to the 
soning was definitely on vacation | point now where they don’t evey 
when he said that management/have to tell the “12-year-old” 
doesn’t share the worker’s view-| what the letters stand for. 
point as to his job being his prop-| Anyhow, I think the Creative 
erty. Management, to my knowl-|Man’s point is well taken. I hope 
edge, has always been willing to the respective advertising agen. 
participate in any viewpoint at all cies note this—or perhaps they 
which would produce the much | will just consider it a free plug for 
required profit for the stockholder. | their products. 

This statement of mine displays | Epna L. ScHoeck, 
chauvinism for management, and Naugatuck, Conn, 
I do not hesitate to say that I am) vvry 


Speaking of Headlines 


dustrial, labor, religious, military, | 2 ; 
pe . To the Editor: “Speaking of our 
th a I 
polities, oF any other variety |} honeymoon, do they sell DEN. 


SAHULA DYCKE, TYNE in Canada?” 


a Company, Ama~ |" geatking of wabolievebie hee. 
; a aie lines, doesn’t this one take first 
“American Legion’ at | - 
3,000,000 Last July | 


To the Editor: In a story on | 
| magazine circulation, Page 53, Jan. | 
|19 ADVERTISING AGE, you have) 
|made an erroneous statement in| 
|regard to the circulation of The | 
| American Legion Magazine. 

| The ABC statement for June, 
|1947, was used. Ordinarily ABC | 
|figures are accurate, but as in the 
'case of the publications quoted in | 
lyour article, the figures were 
‘higher than the guaranteed rate 
| base in Standard Rate & Data. In 
the case of The American Legion | 
| Magazine, the reverse is true due | 
|to the overnight mushrooming of 
|the Legion in 1947. | 
| Beginning with our July, 1947, 

issue, circulation was guaranteed 
!at 3,000,000 and space rates raised 
‘accordingly. The increases were | 
|announced by direct mail and paid 
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buy gum by Adams 


«os : wae |prize? It’s from This Week in the 
|advertising in trade publications. | Pp : : 
Thus, the statement that we are| 947 Daily News of Dec. 6 


|reportedly “ready to announce | 


{circulation in excess of 3 million” LAWRENCE K. StRous 


is untrue and unfounded. Advertising Department, B. 
In view of the heavy reader- Kuppenheimer & Co., Chi- 

| ship and influence in the “trade,”, ©#8° . 

\this misstatement and _ incorrect Tce ‘ 

‘circulation have already caused Wants Woolf Articles 


| and will continue to cause consid- 
|erable damage to our sales efforts. 
| We have received several inquiries 
las to the incongruity of the state- 
/ment and the circulation figure 
|quoted as against our present 
irates. Advertisers under. contract 
|are wondering if we are going to 
|lower our rates and others are 
| wondering if we are going to in- 
|crease them. 
_ I hope you will make the facts 
|clear to your readers. 
| THOMAS O. WOOLF, 
| Advertising Director, The 
American Legion Magazine, 
New York. 


, FF 


‘Speaks Up, and Agrees 
with Creative Man 


in Book Form 

To the Editor: You have been 
running several articles in Ap- 
VERTISING AGE written by Jame: 
D. Woolf. Please accept my con- 
gratulations for these timely al- 
ticles. We often see articles 0 
various kinds in the various ad- 
vertising and sales magazines, but 
Mr, Woolf has a style and content 
in his writing that is far above the 
average. 

I am just wondering if these 
articles will be put up in book 
form when they are through run- 
ning in your magazine. I would 
certainly like to get all the article: 
when completed in a convener! 
reference form. 

Cuas. S. WIGGINS, 


| : é President, Wiggins Systems 
To the Editor: I have just read Limited, Winnipeg, Can. 
the Creative Man’s article on ad- , + 


vertising directed toward the fe- 
|male of the species in the De- 
cember issue of the Woman’s 
|Home Companion (AA, Jan. 5) 
and you may be interested in 
what that particular sex has to 
say about such advertising. 

For a long, long time I have felt 
the need of rhubarb and soda after 
reading the Jergens ads. The 
others, you sort of get hardened 
to. And don’t think a generous 
islug of “female sex hormone” 
makes these ads any easier to 
take. 

Just what do these advertising 
“geniuses” think we women are? 
Maybe it’s true that the advertis- 


Doesn't Like the Rhyme 


To the Editor: The recent series 
of small ads running in AA, en- 
titled, “Who the HELL is JL” 
strikes me as a very poor and Un- 
tasteful type of ad copy. 

One doesn’t need to resort \ 
swearing to attract attention. 

And, too, there ARE gentleme! 
in the advertising field. Or a 
there? 


able source of profit to me. 
ALLAN K. JENSEN, 
Mail Order Artist, Audubon, 
Ta. 


ADVERTISING AGE is very intel: 
esting, and has been a conside!- 
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Penny Postcard 
Gets an Adman 
an Apartment 


Curcaco—Are you looking for 
an apartment? 

Carl Winfred Snyder, advertis- 
ing and public relations director 
for Hawthorn - Mellody Farms 
Dairy, found one for himself, his 
wife and young daughter in two 
weeks, Via a penny postcard, and 
without any semblance of drag, 
pull or bonus. 

For over three months Snyder 
tried classified advertising in the 
daily papers, community and 
neighborhood papers, without get- 
ting so much as a peep. Con- 
vinced finally that only other 
apartment seekers (or those chis- 
elers who wanted to sell $500 
worth of furniture for $2,500) 
read the classified columns, he 
and his wife decided to try direct 
mail. 

The Snyders picked a number 
of streets in selected neighbor- 
hoods, and then with the help of 
neighborhood telephone direc- 
tories, typed penny postcards to 
people living on these streets, 
their names picked at random. 


Send Out 1,000 Cards 
Skeptical but desperate, they 


mailed 200 cards a day until a 
thousand had gone out, reading: 

“At some time or other you, too, 
were probably an apartment) 
seeker. As such, your views, sug- | 
gestions and ideas as to the best | 
way to find an apartment would 
be particularly helpful to my fam- | 
ily and me (3 in all). Although | 
we have tapped all regular sources, 
we still are confident that some- | 
where, some place there is a home | 
for us. Your advice and interest | 
will be deeply appreciated. Thank | 
vou.” | 

The cards were signed by Snyder 
and carried a telephone number | 
identified as “temporary quarters.” | 

Results were quick and emi- 
nently satisfactory. The cards re-| 
sulted in 11 telephone calls, | 
those expressing sympathy, sug- 
gesting additional ideas, etc. But) 
one of them—the eighth call, to be | 
exact—was from a lady who had | 
a two-room apartment. Light, 
clean, comfortable. Furnished. No | 
bonus. Rent, $48 a month. A 
week’s allowance for decorating. 
“We could bring in some of our 
own furnishings. We had a 
place to live!” 


Cutex Schedules Ads 
for ‘Look Pink’ 


Northam Warren Corporation, 
Stamford, Conn., will feature Look 
Pink, Cutex nail polish and lip- 
stick, in its regular advertisements 
this spring in Charm, Glamour, 
Mademoiselle, Modern Romances, 
Modern Screen, Motion Picture, 
Movie Story, Photoplay, Radio 
Mirror, Screen Romances, Seven- 
teen, True Confessions, True Ex- 
periences, True Love & Romance, | 
True Romance and True Story. 
Young & Rubicam, New York, 
ls the agency. 


MAB Suspends Series 


The Magazine Advertising Bu- | 
reau, New York, has suspended | 
the monthly “Magazine Advertis- | 
ing Experiences” bulletin. The bu- | 
reau feels that in view of the large | 
humber of advertisers already in- | 
cluded in the bulletins, which | 
Were initiated in May, 1946, it| 
does not seem that the contribu-| 
len to advertising knowledge 
Which could be made by further 
participants would be worth 
While. This spring the bureau will 
issue a complete index for the 
series. 


| 
| 
| 


Retains Slans & Maury 


Bognar & Co., New York, man- 
‘acturer of permanent wave) 
icers, heaters and novelty prod- 
cts, has appointed Slans & 
Maury, New York, to handle its 
acvertising. 


K&E Elects Mulhern 


and Newsom V.P.s 


Neil Mulhern and E. W. New- 
som have been appointed vice- 
presidents of Kenyon & Eckhardt, 
New York. Mr. Mulhern will be 
in charge of the agency’s Detroit 
office and Mr. Newsom, who has 
been with the agency since 1936, 
will continue as an account repre- 
sentative. 

Mr. Mulhern has been with the 
advertising departments of several 
automobile manufacturers and 
served with Young & Rubicam on 
the Packard account. 


Appoints Cohan 

Liquid Lens Corporation, New 
York, manufacturer of magnify- 
ing lenses for television sets, has 
appointed the Arnold Cohan Cor- 
poration, New York, to handle its 
advertising. 


Agency Changes Name 
Brady - Parkinson Company, 
Stevens Point, Wis., advertising 
agency, has changed its name to 
Richard H. Brady Company, Inc. 


Hecht Company 
Prints Ad Guide 


WaASHINGTON—C oncerned by 
problems of rapid personnel turn- 
over, lengthy training periods and 
coordination difficulties, the Hecht 
Company here has published a 38- 
page advertising manual to assist 
in orientation of the department 
store’s new ad department em- 
ployes. 

Joseph Sollish, ad production 
manager and author of the guide, 
has attempted to include all of the 
facts, rules, techniques, policies, 
costs and duties involved in pro- 
duction, layout, art, direct mail 
and finance. 


Emphasizes Extra Duties 


Throughout the manual (which 
does not pretend to be an adver- 
tising course) the emphasis is 
placed on the extra duties of em- 
ployes — duties which make the 
new admen and women effective 


merchandisers and salespeople. 


Typical. of the question and | 


answer technique employed. 
througheut is the query: “Do we. 
use only full pages in the newspa- | 
pers?”, and the answer: “Mostly. | 
But we also use as little as 300) 
lines at times. . . We believe that 
if an item or classification of mer- 
chandise isn’t worth a full-page 
ad, it just isn’t worth advertising 
at all.” ‘ 


Transparent Plastic 
Presentation Books, 
Folders, Enve!spes, 


Holders, Covers, Cases 
Ask Your Stationer for our Catalog 


JOSHUA ME 
PA). Box 242 Cooper S 


Bill Kapche (Whi.5855) or Bill Clark (Ran.7059) 


: 
(oe 


“ye 


San Francisco, with a density of population second only 
to New York City, is the bull’s-eye market of northern 
California. Shotgun coverage tickles the bull’s-eye... 
scatters your fire on and off the target, but makes no 


large-caliber direct hit. 


~ 


5 


FSAN FRANCISCO 


The powerful Call-Bulletin, with a larger daily circulation 
in the city of San Francisco than any other newspaper, is 
on-the-target with bull’s-eye coverage. No wasted powder 
for scattered hits on distant rural areas... or “‘ticklers”’ 
on nearby metropolitan markets that have their own 
metropolitan newspapers. 


THE CALL-BULLETIN 


SAN FRANCISCO'S FRIENDLY NEWSPAPER 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


YOU CAN TICKLE THE BULL'S-EYE WITH 
A SHOTGUN... 


-»-»-OR YOU CAN MAKE A DIRECT HIT 
WITH THE CALL-BULLETIN 
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Premiums, Ad Exhibit 
Scheduled Sept. 20-24 


The first annual Premiums and 
Advertising Specialties Exposition 
will be held in the 71st Regiment 
Armory in New York Sept. 20-24 
under the auspices of the Pre- 
mium Advertising Association of 
America and the New York Pre- 
mium Club. 

Forums will be held in conjunc- 
tion with the exposition and a 
dinner for buyers and sellers of 
premiums and advertising spe- 
cialties will be held during the 
week. 


Rogers Buys Chabot 

The F. B. Rogers Silver Com- 
pany, Taunton, Mass., has pur- 
chased the physical assets of the 
Chabot Silver Company, North 
Attleboro, Mass. The entire plant 
is being moved to Taunton. 


Appoints Shivell Agency 

Instrument Specialties Company, 
Little Falls, N. Y., manufacturer 
of precision springs and parts, has 
placed its advertising with Kirk 
B. Shivell, Inc., Ridgewood, N. J. 


that failed! 


o» LIST 


Every time a piece of mail advertis- 
ing goes wrong —to someone not 
interested in your product...you've 
wasted money. For lists that are care- 
fully compiled, regularly corrected... 
for lists without waste names, call 
Dunhill. Dunhill’s lists are used by 
the country’s largest publishers, oil 
companies, banks, insurance com- 
panies, manufacturers. Call Dunhill 
for every kind of list, domestic or 
foreign, and in any quantity. 


DUNHILL LIST CO., INC. 


Dept. AA, 565 Fifth Avenue, New York 17 
PLAZA 3-0833 


WASHINGTON—A 5% dollar vol- 
ume gain in U. S. department 
store sales, compared with a year 
ago, has been reported by the 
Federal Reserve Board for the 
week ending Jan. 17. 

This brought the index (1935-39 
equals 100) to 234, compared with 
223 for the corresponding week 
last year. Sales in the Jan. 17 
week were 7% under the previous 


DEPARTMENT STORE 


SALES INDEX | 


1935-39 EQUALS 100 


Week to Jan. 17, ’48* . p234 
Week to Jan. 10, ’48*. .251 
Week to Jan. 3, ’48*...205 
Week to Jan. 18, ’47*. .223 
4 Week to Jan. 11, °47* . .232 
'1 Week to Jan, 4, ’47*...188 


week and 19% over the corre-| 
sponding week of 1946. 
The Philadelphia _(third) and 
Dallas (llth) reserve districts | 
each had 13% gains for the latest | 
week, the highest in the nation. | 
Greatest gains in cities were San | 
Antonio’s 36% increase, Houston’s 
32% and Salt Lake City’s 27%. 
Memphis, with an 18% decline, 
and Nashville, with a 15% loss 


*Not adjusted seasonally. 
pPreliminary. 


showings. Four districts 
gains of only 1 or 2% were Bos- 
ton (first), 
Chicago (seventh) and St. Louis 
(eighth). 
Yr.-to-Yr. % Change 
Week Ending 


Federal Reserve Jan. Jan. Jan, 
district and city 3 10 17 
UNITED STATES . 9 8 5 
Boston District ... 10 6 2 
New Haven .... 8 —2 0 
ee 10 6 0 
Springfield ..... 16 11 17 
Providence ..... 3 5 0 
New York District —7 rg 6 
tg re —29 r6 9 
8 rs 14 3 
New York ......r—S8 rg 6 
Rochester ...... 5 r12 7 
BYTACUSBE 2.2200 12 —3 1 
Philadelphia Dist... 16 rg 13 
Philadelphia 19 14 15 
Cleveland District. 15 12 2 
ee siseades'ce 20 17 —-2 
CIRCIMBAtI .. 655 6 16 3 
Cleveland ...... 16 13 6 
Columbus ...... 16 14 3 
Oeee adsenawes 20 5 6 


r% 
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Federal Reserve Figures on Department Store Sales 


DuMont Predicts 


from last year, made the poorest | 
with | 


Cleveland (fourth), | 
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| WEEKLY FLUCTUATIONS IN DEPARTMENT STORE SALEs 
| ie Ynadjusted 4s 
aH 0 
/ cost eT TT tL, 
100 /935-39*/00 1550 ae 
ml Based on Federal Reserve Board 2 
Pittsburgh ..... 14 7 a4 50 veports trom 134 Markets Anil Y 350 

Richmond District. 7 ro 6 | j ‘an 
Washington .... 5 8 8 325 7 i 325 
Baltimore ...... 4 5 4 300 & of 300 

Atlanta District... 13 0 r7 4 pe 447>\ | }Vi\- is EHRs 
Birmingham ... 32 13 3 1996~ A YY AT Vi , os oe iat 
i eee 14 4 5 250 an : é TS ? N S0 
MR is ss 0 r4 1 2s f id awe 
New Orleans ... 19 6 13 a-/ A rar 7 : a 
Nashville ....... 19 1 —15 aT Se TS RIE 400 

Chicago District... 7 9 2 178) bh . nN Se os 
CMAGREG. i500 6 6 —2 ' Ris Si g 
Indianapolis .... 11 6 —4 (50\n Sls 3 \ ad 
BURCPOES: cased Fass 16 13 11 128 ~ Hit izs 

. ; v _ 7 3 7 4 5 ) . 
Milwaukee ..... 0 15 3 » Ay at a i yt ys NY nt ra ey 4: t" 

St. Louis District... 24 13 1 : : : : : : c : $ ¢ ¢ 
Little Rock .... 20 8 0 
Louisville ...... 24 13 2 Fi h * I d Home, Better Homes & Gardens. 
tear ag stevens ae a isnheries in ustry Family Circle, Good Housekeep- 
a S seevees « — ls : 

Minneapolis Dist.. * * + Ma a tD : e ing, Ladies’ Home Journal, Mc- 
Minneapolis ....  * . ° PSs oin rive; Call’s, Parents’ Magazine, Wom- 
St. Paul ........ . . _ M = jan’s Day and Woman’s Home 

-& ior . ° ‘ 

PE agg gto ¢ “a ps 6 to Use agazines |Companion. Dealer promotions 
are 9 4 —4 WaAsHINGTON—Hundreds ofj/and retail merchandising helps 
Wichita ........ 23 14 6 \firms from all segments of the/| will supplement the ads. 
ge lia rr 2 _1" | fisheries industry united last week | Institute members include lead- 
Oklahoma City.. 37 10 14 |in a nationwide advertising, mer- |ing producers, processors, canners, 
oO ee 9 14 10 |chandising and publicity program | distributors and brokers of a vari- 

. 9 . 

Dallas District... r20 12 13 |t9 teach housewives about the/ety of fish and fish products. 

SE a 5 5 4k 0 08 13 1 --1 here ; 

Fort* Worth .... r50 7 7 | Varieties of fish and shellfish that _—— 

Houston ....... 22 25 32 |are available, and the recom- Issues Frisco Bay Info 
San Antonio 16 35 36 |mended ways of preparing them. mete : 

San Francisco Dist. 7 rl 5 : * The San Francisco Bay Area 
Los Angeles Area § —4 —1 | The campaign, the first in the Council has published a 52-page 
Oakland ........ . ° * |history of the industry, will be “directory of information sources 
San Francisco .. 5 ; a conducted through National Fish- for industry, commerce and trade 
ha lig ae 7 " 7 eries Institute, under the direction in the San Francisco Bay area. 
eS ty agli eae a : 14 |of Murray Wheeler, who was for- The new booklet, complete with 


|merly in charge of Nescafe and 
|Nestle’s milk advertising. J. Wal- 
‘ter Thompson Company is han- 
{dling the account. 

O. L. Carr, president of NFI, 
said the industry’s adoption of an 


r—Revised. 
*Data not available. 


Increased Range 
for Video Outlets 


program reflects the increased na- 
tionwide interest in fish and 
shellfish and the nationwide mar- 
kets that are now available as a 
result of improved refrigerating 
and distribution processes. 


Not Substitutes 


NEw YorK —Greater coverage 
by existing television stations is 
predicted by Dr. Allen B. DuMont, 
jpresident of Allen B. DuMont 
‘Laboratories, who suggests that | 
‘the range of today’s transmitters | 
‘can be extended by increased|that consumer interest in fishery 
_power—a development which can | products has increased with the 
'be expected in the near future. | scarcity of other protein foods, it 
| Speaking at a meeting of the| will not in any way create in the 
‘Society of Security Analysts, Dr.|consumer’s mind the impression 
/DuMont said the cost of television that fishery products are substi- 
\receivers may be reduced without tutes, Mr. Carr said. 

‘sacrificing quality when glass com- | 
panies “succeed in mechanizing 
\the manufacture of the blanks in- 
‘to which is built the cathode-ray | advertising and merchandising. 
unit.” During its initial period, the ad- 

As indicative of growing adver- | vertising will consist of small- 
‘tiser interest in television, the | space insertions in 
video manufacturer pointed out | 


| 
| 


which was not revealed, is said to 


advertising and merchandising | 


While the campaign recognizes | 


The campaign fund, the size of | 


be about equally divided between | 


American | 


an inset map of the principal bay 
counties, will serve as a guide for 
those interested in securing spe- 
cific data concerning the entire 
bay area. 


‘Remington Ups Mitchell 

Remington Arms Company, 
| Bridgeport, Conn., has promoted 
\J. D. Mitchell to manager of the 
advertising section, reporting to 
Gail Evans, manager of the ad- 
|vertising, public. relations and 
|shooting promotion division. Mr. 
Mitchell joined Remington in 1939. 


SAMPLE 


Jor POINT-OF-SALE !_) FREE 


READY-TO-STICK TAPE 


Get Our bid on your 1948 requirements for 
Point-of-sale Signs, printed on this sticky cello- 
phone tape. QUICK DELIVERY — BEST QUALITY 
Used by SWIFT, OLD DUTCH, WILSON'S, Et< 
Write MARK'ANDY, inc., St. Lovis 22, Mo 


that DuMont’s New York station, | 
WABD, now has a monthly in- | 
come of $50,000, compared with | 


$6,000 during June, 1947. 


Frisco C a C Boosts 
Williams; Names Gross 


Will Williams Jr., publicity 
manager, has been appointed man- 
ager of public relations of the San 
Francisco Chamber of Commerce, 
assigned to analyze current cham- 
ber public relations procedures 
and develop an over-all chamber 
public relations program on behalf 
of the community. Leonard B. 
Gross has been named to succeed 
Mr. Williams as publicity man- 
ager. 

The San Francisco C of C has 
published a 36-page three-color 
booklet, entitled “San Francisco— 
Portrait of a City,” outlining the 
city’s history, foreign, domestic 
and retail trade, culture, industry, 
agriculture, etc. 


Gets Siebring Account 


Siebring Mfg. Company, George, 
Ia., maker of stock tank heaters, 
has named Behel & Waldie & 
Briggs, Chicago, to handle its 
trade and consumer advertising 
and public relations. 


Appoints Fraser 

Russell A. Fraser, formerly in 
the advertising department of the 
Toronto Globe & Mail, has joined 
the sales and promotion depart- 
ment of Gutta Percha & Rubber 
Ltd., Toronto. 
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Pulse Reveals 
First Findings 
on N.Y. Video 


New YorkK—Gillette Safety Ra- 
zor Company’s Friday night box- | 
ing event (WNBT) rates tops in | 
popularity with viewers in this| 
area in the once-a-week program | 
category, according to Pulse, Inc. 

Pulse made its first study of 
program likes and dislikes on the 
three local video stations during 
Jan. 2-8. Some 67 television homes 
were covered by Pulse’s regular 
staff of radio interviewers. No 
program ratings were released be- 
cause of the smallness of the base. 

Outstanding favorite in the 
more-than-once-a-week group was 
WABD’s “Small Fry Club,” a 
daily children’s telecast. A sus- 
tainer four days a week, it is 
sponsored on Thursday by the 
Fisher Baking Company. Next in 
line was the DuMont station’s 
regular newscast featuring Walter | 
Compton from Washington. Jack | 
Eigen’s program, another unspon- 
sred WABD feature, heard) 
Wednesday at 7:15 p.m., EST,| 
also has a sizable following. | 


GF Programs Fare Well 


General Foods’ “Author Meets | 
Critics,’ aired Sunday at 8 p.m.,. 
EST, over WNBT was a favorite 
with lookers-in. Another General 
Foods telecast, the Sunday night 
hockey games, emceed by Win 
Elliot, headed the list of program 
favorites on WCBS-TV. 

Basketball games — there were 
three evening and one afternoon 
of hoop telecasts scheduled the 
week of the survey—were in the 
runnerup spot on WCBS-TV. 

Dr. Sydney Roslow, director ot 
Pulse, indicated that he will begin 
furnishing a regular monthly rat- 
ing report on television programs 
in the metropolitan area within 
three or four months. 

The release of the Pulse study 
followed by a few days an an- 
nouncement from C. E. Hooper, 
Inc., that it will provide Hooper- 
atings for television within a few 
months. 


Gamma Alpha Chi Starts 


Fashion Ad Contest 


Gamma Alpha Chi, New York, 
a national advertising sorority 
for women, in cooperation with 
the New York Dress Institute, will 
launch a nationwide contest for 
women based on “That New York 
Look,” beginning Feb. 1 and clos- 
ing March 15. Contestants must 
be senior or graduate women stu- 
dents with advertising credits in. 
schools with accredited advertis- 
ing programs. 

Contestants must prepare a 
complete advertising and promo- 
tional presentation based on the 
central theme. Three top entrants 
will receive a trip to New York 
for one week as guests of the New 
York Dress Institute. Gamma 
Alpha Chi will arrange job inter- 
views for the winners. Judges are 
Bernice Fitzgibbon, advertising di- 
rector of Gimbel Brothers, New 
York, Abbott Kimball, president 
of the agency bearing his name, 
and Jack Mintz, treasurer of the 
New York Dress Institute. 


Maps Sani-Flush Drive 
The 1948 advertising program 
lor Sani-Flush, made by Hygienic 


Products Company, Canton, O., 
Will include 46 magazines, two 
National farm publications, one 


sectional farm paper, The Ameri- 
can Weekly, This Week Magazine 
and Parade, plus several sectional 
newspaper supplements. Nancy 
Sasser’s syndicated column also 
Wil be used. Lewis & Gilman, 
Ph ladelphia, is the agency. 


Armstrong Appointed 
_ Valter E. Armstrong, with 
Speatt’s Patent Ltd. Chappel 
Srothers and other dog food man- 
lecturers for three decades, has 
ined Hunt Club division, Mari- 
ine Milling Company, Buffalo, as 
seneral manager. 


Bear Advances Two 
Edward Quekels, sales manager, 

has been appointed director of 

a newly created product develop- 


ment and service department of 


Bear Mfg. Company, Rock Island, 


‘Dominion Opens ‘Cuba Trust to Advertise 
First Consumer 
Ad Promotion 


Ill. Walter V. Hall, market spe-| 


cialist, has been named to succeed 


Mr. Quekels as sales manager. 


Expands Liquor Drive 


Park & Tilford Import Corpora- 
tion, New York, will launch the 
largest advertising campaign in its 
history this year for wines and 
liquors, using 200 newspapers and 
Charles 
M. Storm Company, New York, is 


20 national magazines. 


the agency. 


Three Name Deglin-Wood 


The New York Yankees base- 
ball and football teams, Ringling 
Brothers and Barnum & Bailey 
Combined Shows, Inc., and Cob- 
lentz Bag Company, New York, 
have appointed Deglin-Wood, New f 1a 
York, to handle their advertising.’ Mansfield, directs the advertising. 


| The Trust Company of Cuba, | 
Havana, will place advertisements | 


‘papers to familiarize Americans 
|with services 


in New York and Chicago news-. | 


~ offered business| § 
Cuicaco — Dominion Electric firms and vacationists in Cuba.| % 


Company, 25-year-old electrical|The agency is Campbell-Ewald,| @ 
appliance manufacturer, will use |New York. | ji 
consumer publications this year | i nec ae ent 
for the first time in its history. Johnson Named V.P. 
At a meeting of national sales | Merrold S. Johnson, formerly : 
representatives here recently, advertising and sales’ promotion | ee 
M. V. Rutherford, sales manager manager of Hotpoint, Inc., Chi-| They're 
of the Mansfield, O., company, dis- | cago, has been named vice-presi-| 
closed that the expanded 1948 ad- 
vertising budget also would in- 


clude a much heavier trade pub- 


Chicago. 


supply industry right now. But, you've 
dent of the J. L. Stewart Agency,| 9° te know “pay dirt when you see it. 


lication schedule. 


American Home, Better Homes & 
Gardens, Collier’s, 
keeping, 
|Life, The Saturday Evening Post 
‘and Woman’s Home Companion. 


Consumer publications include 


<0 * 


Good House-. 


POSTERS, 
Home Journal, 


Ladies’ 
DIS : 
window 

DISPLAYS. 


PRINTING 


Coleman Todd & Associates, 


SILKSCREEN | counre® CONVENTION { ° erate 
DISPLAYS } . Installed. on Time 


INDUSTRIAL STAGECRAFT 
DESIGNERS & PRODUCERS 


te Sell Your 


PRINTING PRODUCTS CORPORATION 


a 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality, 


Should Know What 


Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 


Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


fb mw is a large volume of the kind of printing Printing Products 
Corporation is best re and organized to produce, so if in 

doubt, it is best to write or p 

be promptly given. 

Here is complete equipment and organization to handle all or any 

of printing orders in which we specialize—from ILLUSTRATIONS 

and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an experienced executive who watches 
and follows the order from receipt o 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 
Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 
Products Corporation and associates over $1,000,000 highest standing. 


because of up-to-date equipment and best workmen. 


because of automatic machinery and day and night operation. 


one what is wanted and information will 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


New Display Type 
for all printing orders. 


Clean Linotype 


Monotype and Ludlow 
typesetting. 


All Standard Faces 


part 


cuts and copy until delivered. 


print. 


Proper Zuality 


Zuich Delivery 


the great 


Right Price | 


because of superior facilities and efficient management. 
A — connection with a large, reliable printing establishment 
wil 


save much anxiety regarding attentive service, 
quality and delivery. 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C, HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


| \ 
we ARE STRONG on our SPEC t™ 


ting Products 


| of type and special 
faces, if desired. 


Good Presswork— 
one or more colors. 


Facilities for Binding 


as fast as the presses 


Mailing and Delivery 


service as fast as 
copies are completed. 


A SAVING is often obtained 
in shipping or mailing when 
printing is 


done in Chicago, 
central market and 


distributing point. 


4\¢? 


(THE FORMER ROGERS AND HALL COMPANY) 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


Telephone Wabash 3380—Local and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


H. J. WHITCOMB 


Vice President and 
Assistant Director of 
Sales 


L. C. HOPPE 
Secretary 


W. E. FREELAND 
Treasurer 
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Huge Television — 
Center Proposed 
for Chicago 


Cuicaco—Plans for a huge Chi- 
cago convention center to be called 
Television City and costing “less 
than $50,000,000,” have been an- 
nounced by I. S. Anoff, president 
of the Chicago Convention Bu- 
reau. 

The center would be located | 
over railroad tracks at Randolph | 
St. and Lake Michigan and would | 
include a 70,000-seat football sta- | 
dium, a 55,000-seat sports arena, | 
1,000,000 square feet of exhibition | 
space and extensive parking fa- 
cilities. 

The Walter Butler Company, St. 
Paul, intends to raise funds for | 
the project, construction of which 
would require two years. Rights 
for construction must be obtained 
from the Illinois Central Railroad | 
and also from Chicago city au-| 
thorities. 


Small Space | 

advertisers also 
gl prottable 
resulls from 


NATIONS 
BUSINESS 


[ts the | 
HoT BOOK 
tn The business 
frld / 


| 
} 
| 


ae 
— 


acting of all forms of copywr 


illustrations or hand lettered 


fied advertisements. 


advertising. 
to get better results: 


Jot down all of the reasons 
should buy your merchandise 


2—Importance of First Word. 


explains your offer. 
3—Explain Your Proposition. 
Fire the imagination of your 


for him. 


prospect has a full understandi 


5—Make a Definite Offer. 
Give prices, terms, quantities 
mit the prospect to wonder. 


clearly. 


“ 


advertisement. Ask yourself: 


WIP Names Gray 


Gordon Gray has been elected 
vice-president of Pennsylvania 
Broadcasting Company by the 
board of directors of WIP, Phila- 
delphia. He will continue as as- 
sistant general manager and di- 


rector of sales. 


Qaithoum 
400 North Rush Street 


XN 


% 

Veithoun FOR AD-SETTING 
Cithorn FOR ENGRAVING 
Vjeithoun FOR PRINTING 


Corporation 


¢ CHICAGO 11 « ILL. 


Telephone Whitehall 2300 


Classified advertising is perhaps the most ex- 
is usually limited and there are no smashing 


attention. Hence, the success of a classified ad- 
vertisement depends upon the use of certain 
fundamentals that through years of experience 
are known to have increased the pull of classi- 


True, all of the fundamentals to be discussed 
here will not be found in every advertisement, 
but the more you follow these suggestions the 
greater will be the results from your classified 


Here are the 14 points to consider if you want 


1—Analyze Your Proposition Carefully. 


range them in the order of their importance. 
Then pick the sales points you want to use. 


Start your advertisement with a word which 
describes your merchandise or service; or a 
word which denotes “action”; or a word which 


appealing word description of the benefits of 
your merchandise or what your service will do 


4—Be Brief But Proceed Logically. 
Let each thought tie in with the next descrip- 
tion so that your message is complete and your 


Avoid unnecessary words. They cost money. 
, etc. Never per- 
6—Make an Offer that Gets Action. 

Offer to send more complete information—a 


catalog or circular—or quote the price and terms 


7—Select the Proper Classification. 
Specify the heading that will spotlight your 


automatically attract the type of prospects who 
will be interested in my offer?” 


| renee eT ee ee ee eee ae 


/ he Pay - Off NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


14 WAYS TO GET BETTER RESULTS 
FROM YOUR CLASSIFIED ADVERTISING 


8—Use the Right Publication. 

There must be a relationship between the 
reader interest of a publication and your propo- 
sition if your advertisement is to be successful. 
For example, if you are selling radio sets, use 
the radio magazines and publications that have 
radio departments. You know their readers are 


iting. The space 


headings to get 


radio-minded. 


9—Key Every Advertisement. 


Know where 


on results only! 


or two months 


the season for best results. 
11—Use Related Classifications. 
You can double or triple your volume by using 


why a prospect 


or services. AT- several similar 


use: 
ties,” 


. 


more business! 


; with a reliable 
prospect with an 


ng of your offer. 


publications. 
14—Count Your 


of “10 cents” or 
for details.” If 


in several lines 
Will this heading 
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See Durables and 
Capital Goods as 
Main ‘48 Exports 


INDIANAPOLIS — Consumer dur- 
|}ables and heavy capital goods will 
be our most important exports 
during 1948, declared E. F. Sitter- 
ley, publisher of World’s Business 
and Guia, export business papers. 

Speaking before the Indiana In- 
dustrial Advertisers Association 
here, Mr. Sitterley said that the 
volume of luxury goods will de- 
cline, 

“Our international trade picture 
today and its future,” he declared, 
“are merged with our foreign eco- 
nomic and political policy as an 
‘impcrtant facior in our over-all 
/national policy. As a consequence, 
foreign trade is bound closer to 
our domestic welfare than ever 
before.” 


| Promotes Bjorkholm 


James CC. Bjorkholm has been 
named advertising manager of the 
foil division of Reynolds Metals 
Company, with headquarters in 
Richmond, Va. He was formerly 
advertising copy chief of the 
aluminum division in Louisville. 


| Appoints Platt-Forbes 


National Distillers Products Cor- 
poration, New York, has appointed 
Platt-Forbes, Inc., New York, to 
handle advertising of Italian Swiss 
Colony wines and G & D vermouth. 


Joins Pedlar & Ryan 

| C. L. MacNelly, formerly with 
| Doherty, Clifford & Shenfield, New 
|York, has joined Pedlar & Ryan, 
|New York, as assistant account ex- 
‘ecutive. 


credit each publication accordingly. Buy space 


10—Watch Your “Timing.” 
Certain propositions, such as Christmas cards, 
sporting goods, etc., are seasonal. Advertise one 


“Agents Wanted,” “Business Opportuni- 
“Money-Making Opportunities,” ‘Profit- 
able Occupations,” 
Give this idea careful consideration. It means 


12—Avoid “Phoney” Sounding Addresses. 
Your prospects like to feel they are dealing 


building address, for they inspire confidence. 
Don’t hide behind a post office box number. 
How can visiters find you? 

13—Test First—Then Go Ahead. 

Select a good tést medium for your type of 
proposition, insert your advertisement, and then 
check results carefully. Figure the cost per in- 
quiry or order, and then if the insertion is satis- 
factory, go ahead with a complete list of similar 


If you are buying space by the word, don’t 
pay for unnecessary expressions. 
you can save one word by using ‘“10c” instead 


line, count the number of characters and spaces 
the count per line, and then write your copy to 


fit. Never let your copy run over into an extra 
tag line, for that costs money. 
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your replies come from and 


in advance of the beginning of 


headings. If you want agents, 


and “Salesmen Wanted.” 


firm. Always use a street or 


Words Carefully. 
For example, 


“Details free’ instead of “write 
you are buying space by the 


in the classified section, average 
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Emerson Sales 
Hit $32,658,122 


New YorkK—Emerson Radio & 
Phonograph Corporation, which 
reached a new high in sales last 
year, reported a 68% increase in 
earnings for the fiscal year end- 
ing October, 1947. Net sales rose 
to $32,658,122, as compared with 
$23,088,882 for the previous fiscal 
year. 

Net income for this period in 
1947 reached $2,263,024. Net in- 
come after all taxes for the prior 
fiscal year was $1,340,356. 

During 1947, Emerson, which 
has sold 9,000,000 radios, phono- 
radios, phonographs and _ televi- 
sion sets to date, spent some $6,- 
500,000 in advertising. Its national | 
advertising copy was carried in 
500 newspapers and 20 leading 
magazines and its sales promotion | 
at point of sale reached 30,000 
retailers. 


Forest City Names Baum 


| Arthur H. Baum, formerly ad- 
| vertising manager of a group of 
|retail furniture stores in Chicago, 
has been appointed advertising 
j}and sales promotion manager of 
|Forest City Mfg. Company, St. | 
|Louis, manufacturer of dresses. | 


ee aty hes 
ABC Starts FM Shows 


interim FM} 


| ABC has started 
|operations in Chicago, Detroit and 
|Los Angeles. All three stations | 
|are broadcasting from 3 p.m. to! 
'9 p.m. in their time zones. 


Appoints Shaver | 

G. W. Shaver has been elected 
director in charge of sales of B. 
Houde & Grothe Ltd., Montreal, 
|tobacco manufacturer. | 


i 
: 
a 


John Skahill Changes 


John J. Skahill, former man. 
ager of graphic arts sales of the 
Ansco division of General Aniline 
& Film Corporation, Binghamton 
N. Y., has been appointed sales 
manager of the graphic arts {film 
division of Roberts & Porter, New 
York. 


Canadian Linage Up 
The Canadian Daily Newspapers 
Association reports that advertis. 
ing linage in daily newspapers 
during November was 13.6% 
greater in 1947 than in 1946. The 
greatest gain was shown by na- 
tional advertising, with an jp. 
crease of 24.8% in the month. 


Bendix Promotes Egan 


Joseph F. Egan has been ap- 
pointed eastern regional manager 
of Bendix Home Appliances, Inc, 
South Bend. He will also continue 
as New York division manager, 


KFRO Appoints Cooke 


Donald Cooke, Inc., has been 
appointed to represent Station 
KFRO, Longview, Tex. 


Branham Color 
Directory 


. .. an opportune time for 
the Branham Company to 
issue its splendid booklet on 
R.O.P. Color .. . exactly the 
kind of color guide the na- 
tional advertiser has need- 
ed and wanted.” 

T. S. Irvin, 

EDITOR & PUBLISHER 


Branham Market Data 
Folders 


“Congratulations on the 
splendid folders you are 
getting out for each of the 
markets and newspapers 
represented by The Branham 
Company... 

Philip Salisbury, - 

SALES MANAGEMENT 


“These studies are excel- 
lent. They contain the 
essential information agen- 
cies and advertisers want. 
They present their facts 


simply and uniformly.” 
EDITOR & PUBLISHER 


BRANHAM 
COMPANY 


is ae Angeles 


advertist 
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ATTENTION, POETS—F. Harvey Morse, 
left, of Reuben H. Donnelley Corp. and 
Arthur Godfrey, star of CBS’ “Talent 
Scouts", discuss the $25,000 Lipton 
noodle soup limerick contest. Par- 
ticipants have until Feb. 29 to complete 
a jingle*and mail it with a box top 
fom a Lipton noodle soup three- 
package carton. 


$1,500,000 Flour 
and Bread Drive | 
Gets Green Light | 


Cuicaco—The flour milling in- 
dustry’s once postponed $1,500,- 
000 consumer campaign has been 
tentatively scheduled to begin this 
September. 

Originally seit to start in Sep- 
tember of °47, the drive was de- | 
laved because of the international 
food situation at that time. At a. 
recent meeting here, however, the 
executive coramittee of the Millers’ 
National Federation gave its ap- 
proval to the project. 

Herman Steen, federation vice- | 
president, announced the move. 
‘The long range program com- 
mittee,’ he said, “will be in- 
structed to put the campaign into 
action as soon as possible, keep- 
ing in. mind that the entire situa- 
tion will necessarily have to be) 
reviewed from time to time in the 
light of wheat supply and gov- 
ernment programs.” 

Copy theme is the nutritive 
value of enriched bread and flour. 
Both illustrations and copy will | 
push the six-way nourishment | 
story—protein, vitamin B,, ribo- | 
favin, niacin, iron and food en-| 
ergy. | 

Flour salesmen are to be sup- 
plied with bulletins on the same, | 
and store displays, plus publicity 
and educational material, will 
round out the drive. 

J. Walter Thompson Company 
is the agency. 


Cobblers Ups Ad Budget 

California Cobblers, Inc., Los 
Angeles, has announced a 20% 
advertising budget increase for the 
next six months. The new cam- 
paign will add mass circulation 
women’s service magazines to the 
former schedule of full pages in 
trade publications, color pages 
and small black-and-white ads in 
fashion magazines, dealer helps, 
and a sound slide film in color 
for instruction of retail selling 
personnel. Abbott Kimball Com- 
pany, Los Angeles, handles the 
account. 


‘H&F’ Promotes Kline 


Hunting & Fishing, Boston, has 
oromoted William S. Kline from 
western advertising manager in 
Chicago to advertising director 
ind assistant to the president in 
Boston. William Haring of the 
eastern office has been appointed 
fas'ern advertising manager. 


° 

Manning Joins Lynn | 

Arthur Manning has joined the | 

George Lynn agency, San Fran-| 

isco, Mr. Manning formerly was | 

a partner in the Manning-Russell | 
ageney, San Francisco. 


Ricketts to KECA | 


Leo O. Ricketts, manager of 
Station KFBK, Sacramento, for | 
he past six years, has been ap-| 
Pointed sales manager of Station | 
KECA, Los Angeles. | 
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Young Offers Aid 


to Poor Commuter 


NEw YorK — Robert R. Young 
has taken up the cudgels for the 


| “long-neglected commuter.” 


In the second of its large-space 
“memos” to the New York Cen- 
tral—of which Mr. Young’s Chesa- 
peake & Ohio Railway is now the 
largest stockholder, even though 
the ICC has not yet granted him 
a place on the Central’s board— 
the C&O said it was “happy to 
learn ... that the Central has 
promised its forgotten customers, 
the commuters, better lights and 
improved station platforms as well 
as extra trains at the rush hours.” 

But the C&O urged that instead 
of forcing commuters to stand in 
line on ticket-buying day, “why 
not simply mail... his ticket and 


send him his bill as a matter of? 


routine every month?” 

The C&O also advised the Cen- 
tral to install “modern plumbing 
fixtures;” to improve heating sys- 


tems, and to give its commuter! 


cars “a good cleaning and a coat, 
of paint.” 

The ad, through Kenyon & 
Eckhardt, ran in newspapers of 
New York City, Washington and 


Westchester County, N. Y. 


Broyles Names Barker; 
Adds Five New Accounts 


William J. Barker, founder and 
former editor of Rocky Mountain 
Life, has joined Galen E. Broyles 
Company, Denver. 

The agency has been named to 
handle the advertising of Leeman 
Auto Company, using newspapers, 
outdoor and radio; Starlite Camp- 
ers of Colorado, using national 
magazines and travel sections of 
metropolitan newspapers; Brook 
Forest Inn, using magazines and 
direct mail; Frantzhurst Farms, | 
and M. H. Canjar Set Trigger | 
Company. 


Chernow Appoints Read 


Ben Read has been appointed | 
production chief in the St. Louis 
branch office of Chernow Com- 


pany, New York agency. | 


wi 


Ups James and Toussaint | 


Reg. P. James, division man- 
ager, has been promoted to sales 
manager ef Speed Queen products 


of Barlow & Seelig Mfg. Company, |* 
Ripon, Wis. M. A. Toussaint, man- | 


ager of the Simplex division in 
Algonquin, has been named mer- 
chandising manager of Speed 
Queen products. 


Gets Radio Account 


Dan B. Miner Company, Los 
Angeles, has been named to direct 
the advertising of Hoffman Radio 
Corporation, Los Angeles, manu- 
facturer and distributor of radios 
and radio-phonographs. An ex- 
panded advertising and merchan- 
dising program will include out- 
door, newspapers, business papers 
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and dealer helps. The company 
will announce a line of television 
receivers in the early summer. 


EUROPE 


American Advertisers and Advertis- 
ing Agents will find BELGIUM a 
suitable market in which to test 
EUROPE and, from there expand 
over the whole CONTINENT. 

This will be especially so, if they 
choose as their contact 


THE VAN YPERSELE 


AGENCY, 73 Rue Royale, BRUSSELS, 
as their advisors in this 


PROSPEROUS MARKET 


HI-SPEED, AUTOMATIC 
PRESSING & MAILING EQUIPMENT 


549 W. WASHINGTON ® CHICAGO 
RANDOLPH 3696 


As local as your luncheon 


club 


NE reason most of us join and attend 

the Rotary Club—or the Optimist Club, 
or any one of a dozen other luncheon clubs— 
is to keep up with what other people in our 
own circle are doing. You hear who just 
expanded his business, who shot a par at the 
Country Club, who has had a new baby. 
You're interested because it’s good business 
to know what's going on in your own home 
town...and because it’s inherent in all of 
us to display an active interest in the local 
scene. 

It’s just human nature for people to be 
interested most in persons, places and events 
that are closest to them. 

And, week after week, that’s what the 
people in eight major markets find in their 


own Locally-Edited Gravure Magazine—pic- 
tures and stories about the town and state 
in which they live. The result? Higher, more 
thorough, more interested readership... and 
greater advertising value, 

Although locally edited, all eight maga- 
zines are printed in Standard Gravure’s mod- 
ern rotogravure plant at Louisville, insuring 
uniform, top-quality reproduction in mono- 
tone, duotone and full color. Available in- 
dividually or as a convenient package—with 
one order, one set of positives, one invoice. 

To order, write Locally-Edited Group, Louis- 
ville 2, Ky.—or contact any of the following 
Representatives: Branham Co., Jann & Kelley, 
John Budd Co., Kelly-Smith Co., O'Mara 
& Ormsbee, Sawyer-Ferguson-Walker Co. 


WEEKLY NEWSPAPER MAGAZINES FEATURING THE LOCAL TOUCH 
FOR HIGHEST READER INTEREST, FOR GREATER ADVERTISING VALUE 
LOCALLY EDITED FOR 1,650,000 FAMILIES IN EIGHT MAJOR MARKETS 


San Antonio Express 
Louisville Courier-Journal 
Columbus Dispatch 


Atlanta Journal 


The Indianapolis Star 
The Nashville Tennessean 
Houston Chronicle 


New Orleans Times-Picayune-States 


as aca 


me cae ee EIR he el RR DAS So ys Ys fect on RO oe 3) Dia CRORE ES Mah BOM! pe caeie, medi ERIE SEA Ama LAM, Yori (tee i. ih Gn Aas eg TnCe file eee earn y Reet San LekD Pica n ge fC ee mC Fafa). Mh, AIRLIN Med PR pad eel cing Ghar ch ey Sic eo) AACR EES ERE Mn YO ehh oA AG eer og 
BEM i ps So, a rae RnneaE Ty “Reeatingma Ys [802 OK BOLUS Dy mice NNae tute Ugo ns ene ators een eo ee In Serer meters Aes Tach A eae Dee cat Cop tani TA MEN INNGDY Es gg ce ce WIG Os Mp te UA NDl 2 MP a 0 ON tp ee eg LEONG ORES aD etree ere CEE Cees ee er a 3 2 ty 
ae OLS Nees SCRE vem ppeenea ic ate es TE g EY a Pa Mea Ceo eee ete hae ee Ag Meals nels eee ea gm RRR ECE eR 2 Se UMoeh Reh Hl. Pn CR ae 8 Sie cae ee 
per eee ene er ey ee nr nn oe ne 
1948 = | 
the iy : er q 18 4 
oe ft es es ————— | 
“tie A ee | | pT : 
; film ) Ee es aie © ec ce 
ij hal ‘ aoe eee : a 
me. 00-35 Tn 
ertis~ = ron <a RY 
‘oe LE |e pO | 
| in- ’ ; 
ee 
1 a : 
Ree 
. ap- ; 
lager ; 
Inc., a 
ane a 7 
1 ADI y 
3 ee | i 
\\ | ‘ 
. = i) | i HAND BINDERY SPECIALISTS , 
been : 7 re 
gr SS es | a a 3 
— —_—_—_—E—E—_—_—— aaa sls bs 
if ode. 
a.» t sip: ’ 
a tn ->} ‘ 
| | i eo i OS Be DN 
+ ca a Ps # » + 4 , &/.? 7 » f 
lta = . es : S 3 { 
| Vi. Py oh : ume RG 
‘a e ‘. A a3 a : " 
“a é . oe + oF 3 : £ . P Er q BA i y i - . ’ AG a = a > 
len oa a ie fi — ag) ez | 
we _ A \ Bae eae wy, we BS 
a ow ern Sake ; a oe one > wee) : \ } 
Sa RD Se goed £ i ify y 
‘ 7 . ae $s re ; , Se ' . ] 
| 22 tia Pe , SEN ec e =m ea iain a = : z el 
Ae (Ce Nay, ete” —" ae es, an 
= a, § Hh a “i ‘enitll a | re : > ssa io : ‘ ; Ty “a nent = E 
° fe ‘ a? i cm =e * Pas : ¥ —— 4 1 os pe . “e x a e “i a 2 
Pasit = ad ad \' 3 Fe bi A iad 
et —p" TD Sr ie 
=e lp sie . Ar w/ : ees ay > aa 
yr < ats eid - 
vo a 
° + 7mm 
n 
1- . 
!. ‘ 
(eu 
mine 
’ ‘ 
e 
“ | 
e | 
rs ; 
m j 
| 
T | 
15 
1e i 
n- | THE 
. | LOCAL 3 
ts TOUCH 
; ED navi ES 
‘ YOCALLY-EDITED cpavuRE MAGA 
a 1 - 
| ae 
| a | ee 
ee Ey ieee 


ES ARES 


**** ***%*% 4 44% 4% 64% OOS BS BBS SSS SSS STSVTATTATVAT AAAS 


You Ought toKnow... 


Leonard Trester 


i i ce eR i AR i AR i i i a i A i A A i A i i i i 


Patient, self effacing Leonard 


W. Trester devotes a heavy per- 
centage of his attention these days 
to the developing “American Op- 
portunity” 


educational campaign 
of. Ane. UL. S. 
Chamber of Com- 
merce—a_ public 
relations venture 
designed to give 
Americans, at) 
their community 
level, a_ better 
understanding of 
the economic sys- 
tem under which 
they live. 

In the business 
world, Mr. Tres- 
ter is director of public policy for 
General Outdoor Advertising | 
Company. But for more than 
20 years, he has found time 
to participate in the national 
activities of the chamber, and to 
serve on many of its committees. 
Currently, he’s a member of its 
board of directors, and chairman 
of the newly created advertising 
committee. 

More than a year and a half 


Leonard W. Trester 


A MESSAGE ON 


_ Publicity 


. to advertising and sales executives 
who are interested in its more effective 
and intelligent use. 

We offer for sale three, new, exclusive 
descriptive lists of publications who wili 
accept news releases on new products, new 
methods, new literature and publish them 
free of charge. 

These lists give all the necessary data you 
need to get the best results possible, from 
your releases .. . help you open new mar- 
kets... bring in more and better qualified 
inquiries to help you increase your sales 
1—GENERAL CONSUMER MAGAZINES 

200 Descriptive Listings 

2—FARM PAPERS 
130 Descriptive Listings 

3—TRADE PAPERS 
1200 Descriptive Listings 


“" George Boyles 


ADVERTISING 


1006 PORTAGE ST. * KALAMAZOO 7, MICHIGAN 


ago, chamber directors asked Mr. 
Trester to head a subcommittee 


exploring the possibilities of a/) 


program to explain the free enter- 
prise system in one-syllable words. 
In cooperation with the Four A’s 
and ANA, the chamber group went 
to researchers for a measure of the 
job. Mr. Trester was convinced 
that the indicated remedy could 
best be applied through some 
agency which reaches hundreds 
of thousands of employers who 


can tailor the program to the | 


needs of individual plants and 
communities. 

Leonard Trester is soft spoken, 
and by his own admission, a poor 
story teller. But also by his own 
admission, he’s a “blood and 
thunder” advocate of free enter- 
prise. His conviction stems back 
through 50 years of his own life 
story. 

Fresh out of law school, he was 
limited by bad eyes to Red Cross 
work during World War I. By the 
time the war ended, he was as- 
sistant to Frank W. Judson, Red 
Cross state chairman for Nebraska. 
With the armistice, Mr. Judson 
went back to Pittsburgh Plate 
Glass, and Mr. Trester, at 23, 
found himself Red Cross chair- 
man for Nebraska. 

That work brought a close re- 
lationship with Walter Head, then 
president of the Omaha National 
Bank, and chairman of the Red 
Cross fund-raising drives for 
Nebraska. In postwar days, Mr. 
Head offered Mr. Trester an op- 
portunity to help “bail out” sev- 
eral doubtful loan risks—includ- 
ing one company with outdoor ad- 
vertising holdings. 

Despite his lack of advertising 
experience, Mr. Trester spotted 
good possibilities in the outdoor 
plant. Through loans from Mr. 
Head’s bank in 1920, he acquired 
the Omaha Outdoor Advertising 
Company. Six years later, a mer- 
ger made him manager of the 
Omaha branch of the General 
Outdoor Advertising Company. 
After 14 years of steady expan- 
sion at Omaha, he found himself 
in Washington as assistant to the 


cr 


OFA. MEANS BUSINESS 


president of GOA. 

Mention government controls, 
and Mr. Trester can give an in- 
\side story of the headaches they 
‘imply. As 
/production for GOA, he served 
on industry advisory committees 


coordinator of war 


|at WPB and OWI. He battled 
with shortages and priorities for 
manpower, sheet metal, paper, 
|freight cars... 

| His wartime program included 
‘service, on a volunteer basis, pio- 
neering for the Treasury, nation- 
wide outdoor sales assistance for 
savings bonds. For this trail blaz- 
ing, and for helping recruit the 
personnel who took over the op- 
eration and made outdoor one of 
the most effective wartime public 
service mediums, he was awarded 
a Silver Star by. Treasury Secre- 
tary John Snyder. 

As director of public policy, Mr. 
Trester has had increasing oor- 
tunity to indulge in one of his 
own “hobbies” — public service. 
His assignment enables him to en- 
courage GOA personnel in all 
communities to cooperate in every 
way they can with vital national 
and local civic endeavors. For 
example, a vigorous highway 
safety program, operating from a 
local level. 

As one who has benefited from 
free enterprise, Mr. Trester feels 
an obligation to do what he can 


standing of the system, and the 
opportunities it provides. People’s 
ideas about businesses, Mr. Tres- 
ter believes, are largely the result 
of the treatment they receive from 
the businesses for which they 
work, from which they buy, and 


North Dakota bank deposits amounted 


to only $65,000,000. 


in 1933. 


Now they are $560,000,000. Back in 


1933 it took 2.300 


bushels of wheat to 


retire a thousand dollar debt: now it 


takes 437 bushels. 


And North Dakota 


raised 178.255,000 bushels this year. 


The 


Fargo 


Forum 


distributing 


Is 


17.000 daily and Sunday editions in this 


“good business” market. 


THE FARGO FORUM 


Published Morning, 


Evening and Sunday 


FARGO, NORTH DAKOTA 


Affiliated with Radio Station WDAY 


Representatives, Kelly-Smith Co. 
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to provide others with an under- | 
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Mr. Ray 

AT REGIONAL MEET—This foursome at the regional conference of the Na. Mpr an apy 
tional Advertising Agency Network in St. Louis includes, left to right: R.R. Horm “spc 
Postel, Bureau of Advertising, ANPA, Chicago office; Oakleigh R. French, St, elective ré 
Louis agency chief and managing director of the network; Lyman Hill, western ause of 
manager of the Bureau of Advertising, and Albert Maescher Jr., with the pecan a: 
French agency. ness; ANG 

Other 

radio and “implementation and co- herst); a married daughter living This nan 
ordination.” In addition to “Amer- in Charleston, W. Va., and grand- &.cjusive’ 
ican Opportunity,” it can be ex- son Wendy, age three. wer who 
pected to study legislation of im-| ee ng “marke 
portance to advertising. NBC Buys 2 Serials ay of de 
AN ee eae aS ee ee ercrce | National Broadcasting Company gpothing m 
began to take a hand aS MiGeenerve | ee bought two daytime serials, Mising de 
matters. He took part in the suc-|«aunt Mary” and “Dr. Paul,” Mover cert 
cessful fight against proposed|from C. & F. Radio Productions, Mertiser’s ¢ 
taxes on certain forms of adver-| Hollywood. The programs, until fnother le 


tising, including radio and outdoor.|now heard on NBC’s western net- 
Pointing out the discriminations | work, will also be offered to sta- 
which would result, he and others tions east of Denver. Albers Mill- 
were able to persuade the Senate |ing Company, ty gg 16 
|finance committee to drop the pro- assumes auc oo 


” t Mary,” through Erwin, 
| posals after they had been passed Wane & Ge. tiewer Ree ae 
iby the House. 
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Mr. Trester has been a member years and is dropping both. nate) to 
with which they are in daily con-| of the governing board of the aocacneeneccennsdanee timate) 
tact. Sound relationships are|chamber’s ma gazine, Nation’s ‘Names Hirshon-Garftield hroughou 
built by “good deeds,” but “good | Business, and is a member of the Riedie. Wines Sealine : Wiceeit arene 
deeds” may pass unnoticed unless|chamber’s nominating committee. Moss ME 0 of baby secessories Mo sell a 
there is an effort on the part of| Besides his chamber activities, he|has appointed Hirshon - Garfield, hustry.” 
business to dramatize the services| is active in outdoor industry af-| Boston, to handle its advertising. He — 
which free enterprise makes avail- | fairs. He serves as a director of b eee 
able. |Outdoor Advertising Incorporated, Len nerd 

In its discussions with the Four|and was formerly a director of KYOuR DIRECT MAIL*® wiey 
A’s and ANA, the chamber sub-|Outdoor Advertising Association ie Repr 
committee took the position that|of America, and a member of its the day you want it brify in 
the best way to promote under-|committees, and state association the way you want it Lot Bros 
standing of free enterprise was | committees. sve | eubiiel 
through the efforts of each in-| Though he has been in Wash-| Direct Mail Specialists P 
dividual business as it conducted | ington since 1941, Mr. Trester still ee ou “ Tin 
its relationships with employes,|considers Nebraska his home. He ° Mgligraphing  @Mimecgraphing 
the community and others with|lives near Warrenton, Va., where Adress om mg well | 
whom it is in contact. The cham-|he has space to do “chores.” ay Sameer anannets 
ber group suggested a program He’s proud of his family: his CALDWELL ions and 
calling for surveys at the local wife; his son, Leonard Jr. (back VICE ine or ¢ 
level; for employe meetings, open | fom duty with the heavy bombers LETTER SERVI lificult. te 
houses, speakers’ bureaus and J ‘oring in eco- 5 WEST ONTARIO STREET 5 in chal 

ther forms of personal contacts. |°Vo". © 2P@%» NOW major S | ah SUPerior 8154 Chicago 
. P : nomics and labor relations at Am- | * * between | 

As the chamber representatives | Howeve 
saw it, this was a job for all of busi- | hat an a 
ness—from the corner grocer to SER AO: 0 into : 
the industrial giant. Because the| F hether | 
chamber reaches “the grass roots” | - f any de 
through 2,500 local affiliates, i ’ et sreas 
hundreds of trade association | [7 . misant 
members, it determined to push| [7 | @ Wren rick 
ahead with its own “American | vithout t 
Opportunity” program, in addition | The lat 
to the programs of other national | ires choi 
| Sroups. | ions, wil 

From the research of Henry C. | robably 
Link and others, Mr. Trester’s | oving in 
subcommittee determined that! ie aie 
|/management must become con- here is ¢ 
|scious of the fact that everything 
| it does reflects on business as an | New S 
entity. Therefore, the chamber! 
program asks each business to! The effe 
_make a serious effort to point up| } utlets o 
the human values—to workers me sey 
and consumers—that come from ae 
its activities and the jobs it pro-| * wry 
vides. en @ 

During all three of his terms| — stat 
as a chamber director, Mr. Trester | ne adve 
has interested himself in the pro-| Sac vant 
motion of services for the dis- tater se 
tributive trades. For two years, g hi 
he served as director in charge of | ame 
the chamber’s domestic distribu- pot bi 
tion department. In 1945, he be-| Cam 
came director-at-large and chair- | ¥ s bu 
man of an advertising subcom- oC Cai 
mittee within the domestic dis- | —_ : Fe 
tribution department. 5 ome 

The chamber’s new advertising | Mi Al 4 i X\ q 0 Mi P A N Y WA Bash “ gi 4 
committee under Mr. Trester is to| | 517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 1204 Nl: a’ 
include subcommittees for news- | P:.cka 
papers, magazines, graphic arts, | B 
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stars such as Bob Burns, Guy | = he was “the candidate of NBC or | 4 
earch for New bP Tommy Dorsey, and | Senate Committee | of its Washington vice-president, | ” ey eames M 
Ronald Coleman, in transcribed |Mr. Frank Russell.” |, mearop Engine Vompany, mys 


‘ | tic, has appointed Platt- 
Mr. Coy, who formerly directed Forbes, Hartford, to direct its ad- 


shows well calculated to lure na-| Okays Wayne Coy | WINX, ind dent stati d 
, independent station owned | vertising. 


tional as well as local advertisers. | « 
Nel in ll, as FCC Chairman | by the Washington Post, and the, 


Retains Woodley WasHincton—The Senate inter- | first broadcaster ever named to| 
I. Magnin & Co., San Francisco, State commerce committee gave FCC, promised friendships in the 
woe vateined the ‘albert Woodley its blessing Tuesday to Wayne industry will in no way influence | 


Conn., 


Name for Spot 
Radio Goes On 


CT ne SE 


EXPORT 


in the exercise of my best 
; Company, New York, to handle|Coy as successor to Charles E.|™€ 1m Dh» 
(Continued from Page 1) its campaign in Life. Hixson- Denny in the FCC chairmanship. | Judgment as to what is in the pub>- TRADE & SHIPPER 
our mind?” O’Donnell will place the com-! Mr. Coy’s appointment, which | lic interest. 


Answers from these executives, 
elected from the types of firms 
hich spend liberally: in radio, 
howed that most of them think 
of spot radio exclusively in terms 
of hitch hikes, singing commer- 
jals, announcements and chain4 
preaks. 

Mr. Raymer’s own nomination 
or an appellation to replace the 
erm “spot radio” is “national 
elective radio,” or just “selective” 
pecause Of its dignity, descriptive- 
ness- and appropriateness. 


Other Names Advanced 


This name, however, is a bit too 
‘exclusive’ for one station man- 
pger Who wrote Sponsor suggest- | 
ng “market advertising” as an apt | 
ay of describing spot, “which is | 
othing more or less than adver-. 
ising designed specifically to 
over certain markets at the ad-| 
ertiser’s and agency’s discretion.” | 
Another letter to that publication | 
hdvanced pin point or area ad- 


Aang ertising as a new name for spot. | 
b. 16 Meanwhile, one leading station | 
west mepresentative here took issue with | 
rwin,@he movement to rename a busi- | 
s hasffhess which last year grossed from 


100,000,000 (Mr. Raymer’s esti- 
mate) to $140,000,000 (NAB’s 
ctimate) for radio stations)! 


Id hroughout the country. His ob- 
erett, ection: “It would take a fortune 
ories, Mo sell a new term to the in-| 
‘field, Bustry.” 
181N€.@ He asserted that the confusion 


s more a matter of definition 
han name—a problem which the 
‘ational Association of Radio Sta- 
ion Representatives will try to 
larify in its “Encyclopedia of 
spot Broadcasting,” scheduled to 
be published in a few months. 


Time Harder to Get 


Spot radio, by any name, is do- 
ng well these days. Choice an- 
houncements on 50,000-watt sta- 
ions and on network stations in| 
ne or two-station markets are) 
lificult to get. Tightest situation | 
sin chain breaks (station breaks | 
between network shows). 
However, buyers seem to agree. 
hat an advertiser who wants to 
0 into radio on a spot basis, 
hether he plans local programs | 
fany desired length in set mar- | 
et areas, or to schedule 15-second | 
t minute announcements in a. 
\turation campaign, can do so) 
vithout too much difficulty. 

The latter, of course, if he de- 
ires choice periods on large sta- | 
ions, will be a long. process— 
‘ovably six to eight months of 
ov.ng in when any spot is avail- 
ble and waiting around until 
here is a better opening. 


New Stations Ease Shortage 


The effect of the number of new 
utlets on the air, reportedly 
a served to loosen up the 
pot market to some degree. 
he time-buyer said this subdi- 
‘sion of the radio audience among 


~~ Fore stations will serve both to 

Ne advertiser’s advantage and 
sac vantage — affording him a 

ut feaier selectivity of markets but 
istiig him more dollars to reach 
l@ «ame number of customers. 

; Spot broadcasting’s revenue in 


47 came largely from announce- 
ns but there also were signs 


f i c-eased activity in spot pro-| 


(8 ming. Part of this was due 

|™@ tte number of network shows 
®% Davis and MBS’ Information 
ese) turned co-op. 


Pickage production companies | 
lso filled their stables with name. 


pany’s advertising in Vogue. 


Chilton Names Hildreth 


Junn C. Hildreth Jr., research 


manager, has been named regional | 


business manager of Commercial 
Car Journal and Chilton Automo- 
tive Buyer’s Guide for part of the 
Ohio territory, with headquarters 


'has the support of the two Re- 
/publican senators from his home 
_state, Indiana, 
|routine approval on the floor. 

The committee also approved 
‘the appointment of George E. 
Sterling, former FCC chief engi- 


/neer, to fill the commissionership | 


is scheduled for) 


Stanton Quits Newspaper 
Noble D. Stanton has resigned 
'as advertising manager of the 
Daily Courier, Grants Pass, Ore., 
| to devote full time to Stanton Ad- 
| vertising Service, Grants Pass ad- 
vertising agency, of which he is 
ithe head. The Courier has named 


AFC’s Abbott & Costello, CBS’ | 


vacated by E. K. Jett. 
Denies Industry Influence 


/Roy H. Adams to succeed Mr. 


in the Cleveland office. 
Se | Stanton as advertising manager. 


circulates entirely among export man- 
agers of American manufacturers and 
other foreign trade executives in the 
United States. 


(> THE LEADING WEEKLY @ 


for marine insurance companies 
steamship lines, export publications 
and other advertisers having services 


Harshe Names Freshman The vote on Mr. Coy came after 


Jerry Freshman, who formerly he had answered a list of ques- 
directed the New York City public} tions submitted by Sen. Charles 
relations program of the Kirkeby | W. Tob R.N J In hi 
Hotel chain, has been appointed, * *°X€Y (R., N. J.). In his an- 
manager of William R. Harshe As- SWers to Senator Tobey, Mr. Coy 
sociates, Chicago. “repudiated any allegation” that 


Who the HELL is 


| He’s an agency head who will give you 
the clues to big sales opportunities in 
several consumer fields. Keep reading! 


Age 


Bex @O2i ... +. Advertisin 
100 E. Ohi Fiuinots 


o Street, Chicago II, 


J 


Who the HEIL is 


He’s an agency head who can show you 
the fastest, cheapest method of selling 
new packaged goods products. Just write . 


Box 692! 
100 E. Ohi 


_ to sell to American exporters. 
J 


Advertising A 
0 Street, Chicago II, fiinots 


In Buena Park, California, our new 
750-foot vertical antenna just completed 
literally puts us “way up in the clouds” 
for a better signal . . . even greater cover- 
age of the Pacific Southwest. It’s keeping 


abreast of the latest electronic advance- 


air od, ments and developments in AM, FM and 
TV that enables us to bring . . . the finest 
| facilities . . . the best all-around broadcasting 
et 3 ?z ibe ... to the Pacific Southwest. Keep your eye 


on KFI .. . we keep our ear to the ground. 


NBC FOR LOS ANGELES 
640 KC CLEAR CHANNEL 
50,000 WATTS 


"REPRESENTED uariowat pw 
EDWARD PETRY & CO,, ING. 
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Kellogg and Heinz Join 
in Product Promotion 


Kellogg Company, Battle Creek, 
Mich., and H. J. Heinz Company, 
Pittsburgh, are cooperating in a 
radio spot and newspaper cam- 
paign on a promotion for ingre- 
dient usage of Kellogg’s all-bran 
muffins with Heinz Sun Maid 
raisins. The Kellogg agency is 
Kenyon & Eckhardt, New York, 
and Maxon, Inc., Detroit, handles 
the Heinz account. 


Wolcott Follows Sayers 


James L. Wolcott, vice-president 
and general manager of Audience 
Research, New York, will assume 
the duties of James E. Sayers, for- 
mer client executive in charge ot 
the New York office, who has re- 
signed. ; 


Appoints Stolz _ 


Rudy Stolz, formerly account 
supervisor in the Los Angeles of- 
fice of Henry von Morpurgo & Co., 
has been appointed manager of the 
Los Angeles office. 


for first Photograph 
$3.20 


Quality has mot been sacrificed 
to allow these unusually low 
prices. They are made possible 
by @ unique production technique 
developed during 15 years of 
quality service to the commer- 
cial, publicity and news photo- 
graphic fields. We have served 
as official photographer for the 
U. S. Treasury Dept. for 7 years. 
A telephone call RIGHT NOW 
for complete information will 
take a big. step toward solving 
your production cost problems. 


PHOTO 
SERVICE 
RAN. 6553 


for each additional shot 
—same assignment 


8 x 10 prints — 50c 


007? 


64 W. Randolph” Chicago 
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BALL-BEARING—Swift & Co. is offer- 

ing a $2 pair of ball-bearing shears for 

50 cents and two cleanser address pan- 

els, in five markets, with copy similar 
to the above. 


Switt Ads Offer 
Scissors Premium 
in Five Markets 


Cuicaco — Latest Swift & Co. 
premium offer is a “regular $2 
value Eversharp ball-bearing 
shears” for 50 cents and two 
Swift’s cleanser address panels. 

Six hundred line copy is run- 
ning weekly for the three weeks 
ending Feb. 7, in five markets— 
Washington, Chicago, New Or- 
leans, Detroit and Kansas ‘City. 
Copy features the ball bearing 
which “provides tension . . . avoids 
slippage,” the magnetic blades 
which pick up needles, and a non- 
gouge tip. No limit is placed on 
the number of shears which any 
one. reader-customer may order, 
provided each request is accom- 
panied by the address panels. 

Plans for extension of the offer 


Oil Shortage | 
to Last Years, 
Interior Warns 


WaAsHINGTON—A tremendous ex- 
pansion in petroleum consuming 
equipment has outstripped the na- 
tion’s ability to produce fuel, and 
raised the possibility of a pro- 
longed pinch in fuel oil, gasoline 
and other petroleum product sup- 
plies. 

Interior Department officials say 
the shortage will last three to 
four years, but the brutal fact now 
is that they see no way of meet- 
ing existing demand without sus- 
tained petroleum imports from 
other parts of the world. 

In an appearance before the 
House armed services committee, 
Max Ball, director of Interior’s oil 
and gas division, said that any 
further increase in the rate at 
which we take oil from our ground 
might injure our fields and leave 
some oil in the ground that would 
be unrecoverable. 

Mr. Ball reported that the 
United States now is using more 
petroleum than the entire world 
did a decade ago. He said per 
capita consumption here has in- 
creased since 1936 from 367 to 
608 gallons. 


Seeks 15% Cut 


Interior Department is asking 
a 15% reduction in the consump- 
tion of gasoline, fuel oil and gas 
in an effort to relieve critical 
|shortages. It has reinstated the 
|wartime program which tried to 
check installation of new equip- 
ment burning oil, gas or bottled 
gas, and is asking industrial plants 
to convert to coal wherever pos- 
sible. 

In announcing the program, In- 
terior Secretary Julius Krug said 
demand for petroleum products 
|increased 33% in 1947, demand for 


to other markets have not yet|gasoline is up 60% and that we 


been announced. 
Needham, Louis & Brorby is the 
agency. 


Names Oldershaw 


Roy Oldershaw has been named 
assistant to the sales manager of 
Skinner Chuck Mfg. Company, 
New Britain, Conn. 


are using more petroleum today 
than at the war’s peak. 

| Krug reports more than 90% of 
the locomotives on order today 
have diesel engines. He finds do- 
/mestic oil burner sales at an all- 
| time high, and “fewer automobiles 
burning more gasoline than 
| the war.” 


Forecasts Vehicle Gains 


before | 


‘Cosmo’ Names Vinnedge A recent Commerce Department 


A. S. Vinnedge has been ap-/ Study estimates that there will be 
pointed western manager in Chi- | 34,000,000 passenger cars, 7,200,- 


cago of Cosmopolitan, New York.|000 trucks and 3,200,000 tractors 
/in operation by 1950, requiring 


‘nearly a billion barrels of gasoline. 
At the same time it believes 
‘there will be 4,500,000 residential 


barrels of oil. 
| 121,000,000 barrels were con-| 
|sumed in domestic heaters in 1945. | 

As a long-term remedy for the | 
problem, Interior Department is | 
|emphasizing the need to increase | 
the natienal energy output through | 
intensification of the development | 
‘of hydrogeneration of oil shales | 
'and coal to produce synthetic oils, | 
‘and expansion of hydro-electric | 
| facilities as a source of energy to| 
|replace petroleum. | 


Appoints Morgan 

Robert D. Morgan, former assist- 
ant publisher of Agenda, New 
York, has been appointed promo- 
|tion manager of Progressive Gro- 
|cer. Mr. Morgan previously rep- 
resented American Druggist and 
before the war was with J. Walter 
Thompson Company, New York. 


J. P. DAIGER 


| BaLTrImorE—J. P. “Perc” Daiger, 


Russell to ‘Seventeen’ 


Edward Russell, formerly with 
American Magazine and prior to 


News, has joined the advertising 
staff of Seventeen, New York. 


To Mercready Agency 

| Mercready & Co., Newark, has 
| been named to direct the advertis- 
ing of Eclipse Air Brush Com- 
pany, Newark, manufacturer of 
paint spraying equipment. 
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NAM Files on 
Lobbying; Asks 
Clarification 


WasHINGTON—NAM notified the 
Justice Department last week that 
“it would seek in good faith” ty 
comply with a request that it file 
with Congress further information 
about its lobbying, but at the 
same time it appealed to the dis. 
trict court here for an interpreta- 
tion of its obligations under the 
law. 

NAM said it had not previously 
registered under the Lobbying Act 
of 1946 “because it is primarily 
a service organization” with “rela. 
tively little interest in lobbying as 
it understands the term.” 

It said it has no assurance that 
its compliance with current Jus. 
tice Department demands ji] 
provide protection in the future 
“against a different and more bur- 
densome interpretation by future 
department officials.” 


Britain i; eager to welcome you. Britain unvites 
you to come and enjoy, once again, an old-world «= 
holiday im an old-time setting. Many recent fp 
bartle-sears remain of course, but the quaintnes: 
and beauty which have always made Britain = 


Britain far along the road w recovery and yoo 
are certain to find fnendly hospitality wherever 
you go. Yeo! You're welcome — in Britain now. 
And remember —exchange favours the dollar 
«+» your vacation funds buy more holiday 
pleasure is Britain this year. Make al) 
reservations — for transportation and howd 
accommodanon — as early as possible. See your 
‘Travel Agent sew for the answers t your 
vacabon-to-Bntan quesnoms. 
INFORMATION “aw 
oN pon, for bea ually dharere sed ba 
” THE BRITISH 


MY TRAVEL ASSOCIATION 
. 378. Bay Sereet, Torcete, Onerte 


Sv 


Beet by The Tree: Asomnaon of Crt Brn nd Mortar Iran, Tear Devin of The Bric Taras and Baise Beart. 


WELCOME—Opening ad in a series 

for the British Travel Association is this 

“Britain Says Welcome" copy. The 

schedule in Canadian dailies will run 

for the first six months of the year, 

through Maclaren Advertising Co., 
Montreal. 


GEORGE W. MORGAN 


Toronto—George William -Mor- 
gan, advertising manager, Cana- 
dian Kodak Company, died sud- 
denly at his home here Jan. 21. 
He had served with the company 
for nearly four decades. 


CHARLES BAUMGART 

Montciair, N. J.—Charles F. 
|Baumgart, 65, sales manager, 
{Grocery Products division, Ameri- 
can Maize Company, New York, 
‘died at his home here Jan. 23. He 
formerly was a vice-president of 
the Kellogg Company, Battle 
Creek, Mich. 


—- 
CARL C. AUSTIN 

PHILADELPHIA — Carl C. Austin, | 
who retired in 1944 as vice-presi- | 
dent and general sales manager of | 
Campbell Soup Company, died | 
suddenly Jan. 20 at his home in| 
|Newtown Square, Pa. He was al 
director of the company at the| 
time of his death. | 


RALPH ROSENTHAL 

Cuicaco — Ralph J. Rosenthal, | 
56, an account executive of Ruth- 
rauff & Ryan, died of a heart at-| 
tack in Highland Park Hospital | 


New York « Detro 
St. Louis « Los Ange 
Son Francisco 
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|vertising field here with Lord & 
homas and_ served 
|Arthur Meyerhoff & Co. until he 


‘oil burners requiring 211,000,000 | Joined R&R a year ago. 
Approximately | 


JOHN H. GRIFFIN 


Merion, Pa.—John H. Griffin, | 
in charge of | 


52, vice-president 
sales and a director of Publicker 
Industries, Philadelphia distiller, 
died at his home here Jan. 21. He 
had served with Publicker 28 
years. 


HERMAN B. SOMMER 


NortH TONAWANDA, N. Y.—Her- 
man B. Sommer, 69, founder and 
publisher of the Daily Tonawan- 
das, died at his home here Jan. 22 
after a long illness. 


Jan. 26. | 
Mr. Rosenthal entered the ad- | 


later with | 


Offices in Chicago 


that with the New York Daily | 


| vice-president of VanSant, Dug- ~~ Offices in Chi 290 
| dale & Co., died at Mercy Hospital | an New York « C 
here Jan. 24. Mr. Daiger joined | Xt or St Louis « Los 4 
the agency in 1927 and was made | » un we ne 
vice-president in 1933. Due to ill | aa™ = 
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health, he had been inactive in 
the company for the past year. 
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Bernstein to New Post 


| Alvin Bernstein, associate edi-| 
itor of Industrial Marketing for | 
\the past two years, has resigned | 
| to become assistant director of in-| 
|formational services for the Na- | 
tional Society of Crippled Chil-— 
dren and Adults, Chicago. 
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standard or individual mailing | panies, and denied knowledge of|sales department of Montgomery | 


a 
i j , i eding 
pieces to promote new business or the merger. A Nash spokeman was Ward & Co., Chicago, succe | 
Says Congestion, bring back old customers. One| even more emphatic. “There have |E. W. Romer, who has been made 


: exhibitor offers a service which | been no such negotiations,” he as- general purchasing agent (AA,| 


Accidents Shrink tabulates all work done, by cus-| serted. Jan. 26). | ehenel 
tomer name, enters the informa- nme ee | age of A caa’s 

.d tion on master record cards, and ; ddiie : Names De Armond A.M. | ome rate naaniend teal 
Se . sends reminder cards at monthly Hedekin to ‘Dispatch Charlotte Snyder De Armond, | tionery and office supplies. 
th”? Ms Automotive Market intervals asking the customer to As Nat'l Ad Manager pret ee: Mae > ig , tet tan | 
it file FN ER, On.A See cen aes, Edwin C. Hedekin has been ap-| been appointed advertising man- 
nation (Continued from Page 1) ‘No Nash-Packard Merger’ nage pragma Mate oe J > en? ager of the American Wine Com- . 

ot : ager of the St. Pau i : 
tthe conditions and check the lights,| The increased importance of welled Prec meta sont Beverly Hills, Ca , Soe ae ere wom 
© dis- brakes, horn and windshield wip-| service functions to auto dealers— | p, Liggett, who has been placed . : C a 
prata- @ ers of customers’ vehicles. many of which are now performed | jin charge of the new Ridder- Krosier Joins KMB 250 FET AVENUE 
or the And in solving the problems of by service stations — foreshadows | Johns, Inc., office in Minneapolis. John Krosier, formerly assist- NEW YORK 1, 
. traffic congestion, Mr. Hoffman | gerce competition between the pe-| Mr. Hedekin started his news-| nt ie ee of Dips N. Y. 
lously # urged dealer participation with |troleum retailers and automobile | paper career with the Dispatch and —- — oe = cote pg | 
18 Act Hf public groups concerned with de- | retailers. Pioneer Press in 1929, leaving in| yin 5 pa nosey gH. 
narily # velopment of adequate streets,| One of the most oft-repeated of | 1931 to join the San Francisco , : y, Mo. 
rela- @ and asked that they work for uni-|tne current rumors — that of a| Chronicle. Prior to his new _ap- 


ing as # form traffic signs and improved pending merger between Nash-| Pointment, he was in the New 
drivers’ license laws. “It is indus- 


: : York office of Ridder-Johns, Inc.,  — 
Kel tor Corporation and Pack- é - eee. FA. 7 
e that [Ml try’s purpose,” he said, “to assist Oe hier Car y | nscale set yom = the Dispatch IS, Lo. MULTIGRAPHING * ADDRESSING 
t Jus- the public at arriving at sound . EP F, N, D, - 2. Vi E NG * FOLDING 
Af * MIMEOGRAPHI 


: : id | at rest by officials of both compa- 
Will H solutions of social and economic 


nies. 
future ff problems created by the use of its| packard’s general sales manager, | Wards Promotes Levand TT ee MAILING LISTS *MAILING ™ 
e bur- @ products. Karl M. Greiner, attributed the| J, J, Levand, assistant produc- | am | foe — 
future ‘No New Credit Controls’ rumor to exchanges of engineer-|tion manager, has been named |Mig\a la: @e@a@eiaianiaiiiag 520 N. MICHIGAN AVE., CHICAGO 


: ing information between the com-/|production manager of the retail | 
Speaking at an afternoon ses- 


sion, Rep. Jesse P. Wolcott (R., 
"HWE Mich.) promised the auto dealers 
» @ “that the statutory authority to re- 
impose consumer credit controls 

will not be enacted at this session 


of Congress.” 
\) As to rent controls, he declared: 
“In all probability, rent controls 


/ will be continued in some form for 
a definite period after next Mar. 
bt 1.” He asserted that “it will be our | 
4 objective at the next session to de- 
termine whether slum clearance | 
and public housing are the pri- | 
mary responsibilities of the fed- | 
eral government or of the state 
governments.” 
NADA President M. O. Anderson 
assured the almost 7,500 dealers 
present that the association would 
not use its increased membership 
(NADA now includes 80% of the 
auto dealers, handling 95% of auto 
ee sales) as “a power of force.” He 
k « Devos SUBZeSted that the organization set 
los Angee its sights on “what we can con- 
rancisco tribute to our membership, our 

industry and the people as a 


an whole.” 
en Sees Dark Cloud in ’48 
es Mr. Anderson painted a picture ' 
et of °48 business which was some- 
= what removed from the optimistic. 
om “IT can see a dark cloud,” he de- 4 
o clared, “in the demands being 


made by Reuther for a third 
round of wage increases. De- 
mands such as this, with no re- 
gard for our economy or the people 
as a whole, can dry up our market 
———— @ long before we reach that so-called 
peak production.” 

~“ This year, for the first time, the 
| & NADA added a National Automo- 
) bile Equipment Exhibition, spon- 
sored by the National Automobile 
Dealers Used Car Guide Company, 
with some 80 exhibitors. Mechani- 
cal, electrical, lubrication and of- 
fice equipment used in dealers’ 
shops was on display. 

Outstanding marketing trend, 
apparent both at the exhibition | 
and at the NADA service sympo- | 
Sium, is the growing desire on the | 
part of automobile dealers to im- 
Prove their competitive positions 
through increasing service depart- 
ment profits. 


Accent Is on Service 


lf these profits can be increased | 
to the point where they carry the | 
overhead for a dealer’s entire busi- 


in Chi 299 Nace 

ve ness, that dealer would naturally 
rke 1 ° . 

tos elf P© In a much stronger competi- | 
roncis ive position on auto sales—and 


would be able to offer higher 
trade-in allowances, when _ the 
Suyers’ market returns. 

Many dealers discovered the im- 
portance of service department 
Profits during the war years when 
there were no cars to sell, and a 
number of companies have mush- 
roomed to aid dealers in merchan- 
dsing those services. 
_ Most numerous of the merchan- 
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—— ‘sing services are direct mail| 
aw houses, which offer a series of | 
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68 
Names Dolson for DMAA 


J. Whitford Dolson, industrial 
advertising manager of Hercules 
Powder Company, Wilmington, has 
been appointed co-chairman for 
the national convention of the Di- 
rect Mail Advertising Association 
to be held Sept. 29-Oct. 2 in Phila- 
delphia. 


Appoints Waison 

Hubert S. Watson, formerly 
manager of the Vancouver office 
of McKim Advertising, has joined 
Stewart - Lovick & MacPherson, 
Vancouver, B. C., in an executive 
capacity. 


O’Brien Names Knight 
Leslie Knight, formerly chief 
creative artist of R. S. Royds Ltd., 
London, England, advertising 
agency, has joined O’Brien Adver- 
tising Ltd., Vancouver, B. C., as 
chief of the creative department. 


Moves Office 


Advertising Service Associates 
has moved its office from 253 W. 
47th St., to larger quarters at 342 
Madison Ave., New York. 
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Your product, your name and, 
your display all work pfether when 
an. OKC pointdf-sale unit fains 
dominance with its form and olor 

Hats, gloves, underwear, jewelry, 
food, and, druf ifems, machinery.no 
matter what you sell, Old King Gle 
can help you. Write for our 
new brochure of display ideas. 


Old King Cole Displays 


CANTON, OHIO 


Six Shows Enter 


All figures copyright by 


EVENING, ONCE-A-WEEK, | 
Total Audience 


Cuicaco—S. C. Johnson & Son’s “a EE = H 
Fibber McGee and Molly sup-|S@ &&__ Program oe ab 
planted Lux Theater as the high-| 2 { [in Theater 0000000000003 
est rated program in the Nielsen| 3 MER a wikkdn coven ibaa 28 
Radio Index for the week of Dec.| § § fit? Allen ....--....-.--0.08 
21-27, 1947. Several evening/ 6 11 Fitch Bandwagon .......... 
shows made the top 20 list for the . t=  - weyllapaipbite 
first time. 9 eee 

10 NR My Friend Irma ........... 


Among spectacular jumps dur-| 4; 
ing the Christmas week in the} 12 9 
evening group were: Screen Guild | 44 


Date With Judy 
Truth or Consequences...... A 
Blondie 
Screen Guild Players 


ane MAIONN BON SKNOSONU—=W 
EESELISLLEELLLCES ESS points 
PPROOCONN = TWOUDANNWUNENO 


SSSSSSHIANNBSSHUISSs 


Players (R. J. Reynolds Tobacco) |15 13 Adv. Sam Spade ........... 

up from 34th to 14th place; Man-| {7 wm Man. Merry-Go-Round... 

hattan Merry-Go-Round (Sterling |18 NR Man Called X ............. 

Drug) from 28th to 17th; Man|29 NR Waltz Time. 0 
Called “X” (General Motors) 

from 25th to 18th; People Are EVENING, 2 TO 5 A WEEK, 
Funny (Brown & Williamson) 

from 52nd to 19th, and Waltz|2 3 suecu 0083 3 
Time (Sterling Drug) from 53rd /| 3 NR Edward R. Murrow ........ 12.0 +0.9 


to 20th. The latter two each 
gained 4.4 points in total audience. 


DAYTIME, 2 TO 5 A WEEK, 


1 8 Arthur: Godfrey ........... 10.4 +03] 1 -..  .. Be 8.8 —1.8 

Godfrey, Armstrong Lead 2. Th Br Free Bey ow. s ass 10.1 40.3) 2 EE 4 See 8.5 +0.1 

: ’ 3 7 Our Gal, Sunday .......... 9.9 —0.3| 3 1 Our Gal, Sunday .......... 83 —0.9 

Outstanding increases were also : 3 Becbslage _, ae HE YY . a Right to Rapoiness suadetes oe <8 

: : : Ge le . |. rae 3 +0. 

registered in the daytime, two-| § 143 Wendy Warren ............ 93 01] 6 11 Ma Perkins (CBS) ........ 19 —0.4 

to-five weekly group, the A. C. : * pad . ~~ eee He + : @ bree — ee By ey 

. . ig o Se saeece ae le _— ella MU ce ccececccccee . —éZ. 

Nielsen Company index shows.| g 4§ Ma Perkins (CBS) |... 9.1 0.0| 9 NR Arthur Godfrey ............ 13 —0.1 

Arthur Godfrey (for Chesterfield) S | Sen. Welen Se He oe te a Read of Life Be oe gay 13 + 

: - eee 1 —2. Se ee —1. 

moved from eighth to first place;}42 § Pepper Young ........... 8.5 —21|12 NR Breakfast Club (Philco).... 7.1 —0.1 

My True Story (Libby, McNeill 7 ne Grectifest Club (Philco).... HH +31 8 oa hast aay stpconesseesers ut 3 

un nT 26660 eeeesedues 5 —J. oung idder WO secsee . —Z. 

and General Foods) from 11th to) 15 Wr Fred Waring .............. 8.4 —0.2|15 NR Bkfst. in Hollywood (Kel.). 7.1 —0.5 

second, Philco’s portion of Break- | 

fast Club from 26th to 13th, and | DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 

Fred Waring (American Meat In-| 4 wp armstrong Theater ......... 14.8 44.39] 1 1 The Shadow ............... 12.2 —0.2 

stitute) from 23rd to 15th. : “a ong Derede pitxieasis ie ea +33 2 me Armstrong Theater penwesess 3 +28 

® ® e BENE | 606 9.0656-0 cecces . —l. rue etective YStGry ..2.83e —Ti. 

Among daytime serials, Wendy 4 1 True Detective Mystery ....14.0 —1.9| 4 NR Grand Central Stat. ....... 10.7 +1.5 

Warren (General Foods), Road of| 5 NR Grand Central Stat. ....... 13.0 41.01 5 NR Stars Over Hollywood ...... 10.4 +-2.7 


Life (Duz), Helen Trent (Ameri- | NR—Not ranked in preceding report. 
can Home Products) and Aunt) 


Nielsen Figures on Top-Rated Shows 


age — Week of Dec. 21-27, 1947 
Nielsen ‘Top 20° 


in Christmas Week 


_— 


A. C. Nielsen Company 
5-60 MINUTE PROGRAMS 


Average Audience 


fo) 2S 
zs sz = & 
~~ at —_—~ — cs 
8é ac Program Se ao 
1 SD Pe BOGS ow. cc cccccsss 271.3 +3.0 
2 Sere 23.7 +2.1 
3 SS £ eae 23.4 +-1.7 
4 i (: — Sere 22.5 —1.9 
5 Be EL, paninn4essnec tage 21.9 +2.4 
6 eo Peery 21.9 —1.2 
1 4 Chase and Sanborn ........ 21.2 —1.6 
8 9 Fitch Bandwagon .......... 20.9 +1.3 
9 gs 0 ea 19.6 —0.7 
10 NR My Friend Irma ........... 18.6 +2.6 
11 T Truth or Consequences...... 11.6 —3.9 
12 NR People Are Funny ......... 17.5 +3.8 
13 St MARE re 16.4 —0.8 
14 14 Adv. Sam Spade ........... 16.1 —1.2 
15 | Serra 15.9 —1.0 
16 NR Screen Guild Players ...... 15.8 +1.2 
17 16 This Is Your F.B.I. .......15.7 —1.4 
18 13 Godfrey’s Scouts .......... 15.7 —2.1 
19 WR Man Called X ............. 15.4 —0.4 
20 NR Date With Judy ........... 15.2 —0.4 
5-30 MINUTE PROGRAMS 
1 ie .060U SP eperrerere 11.5 —2.7 
2 2 Bill Henry News .......... 10.6 —1.2 
DS Rr Se WE 6 o6aa sence cdcce 10.0 +0 


15-30 MINUTE PROGRAMS 


Jenny (Lever) all made strong 
gains. Among the daytime Satur- 


Dailies’ Linage 
day and Sunday shows, Armstrong |, iia 
Cork’s Theater of Today and|]M} 52 Cities Up 


Sheaffer Parade moved from 12th | 


and 11th to first and second, re-| 16% Last Year 


spectively. | ' ._. | New York—An 18.1% increase 
Total radio usage continued to in- | in general (national) linage in | 


crease, this time eh sage pg ‘newspapers last year has been re-| 
hours per home per day, up 2% ported by Media Records. 


from the last report (AA, Jan. | Its tabulations of linage of 
19) and up 6% over a year ago. | 


|/newspapers in 52 cities shows a/| 

2 | total of slightly more than two 

Names Elizabeth Kelly __ pitlion lines of all types of adver- 

_ Elizabeth Kelly has been placed | tising were carried last year for a 

in charge = — es 16.1% gain over 1946. The 1946 

een “Philadelphia She wae | total was 1,729,713,225 lines, the 
formerly with the Philadelphia | 1947 total 2,008,535,854. 

| Greatest gain is shown for 


Record in a similar capacity. . = 
| automotive advertising, up 63.1%. 


tells how 
National 
Advertisers 


LOCALIZE 


for selling 


ACTION 


point of sale and how you 


it 


3500 


Read the exciting story of “big time” merchandising at 


with Brand Identification Signs. 


“QUALITY NEON AND FIUORESCENT SIGNS 


> Produts Dro 


REPRESENTATIVES IN ALL PRINCIPAL CITIES. 


| In 1947 there were 68,671,744 lines 
|in this category, against 42,106,120 
in 1946. 


| Retail Up 16% 


The general linage figures are 
| 314,605,173 for 1947 and 266,285,- 
155 for the previous year. 
Financial was the only classi- | 
fication showing a loss for the) 
year. It was down 7.4%, from 


698 last year. 
Display showed a 17.5% gain, 
306,051,096. 


473,600,237. Retail (including de- 
partment store) 
16.1%, from 971,283,756 to 1,127,- 
242,002. Department store linage, 
separately, totaled 427,512,988 in 
1947, 12.4% over the 380,247,319 
lines of similar advertising the 
year before. 


| Kerr Joins Woodley 
! Kay Kerr, former national ad- 
j vertising director and fashion co- 
| ordinator in New York for 
| Neiman-Marcus, Dallas, has joined 
Albert Woodley Company, New 


can build maximum sales fae gt or ced 


York, as director 
division. 
in QUANTITY" 


To Meneough, ‘Martin 


Tyler Studios, Des Moines, has 

fia fee placed its advertising with Me- 

DENT! Sie neough, Martin & Seymour, Des 

NEON AVENUE Moines. Direct mail, magazines 


and radio will be used. 


| 26,376,065 lines in 1946 to 24,416,- | 


with 1,534,935,617 lines against 1,-| 
Classified gained| 
11.8%, rising from 423,662,129 to| 


linage was up| 


French Transcriptions 
to Get Wider Airing 


Designed to give Americans a 
“true picture” of what is going on 
in France’ today, transcribed 
broadcasts prepared by the French 
Broadcasting System in Paris will 
be aired over some 32 50,000-watt 
stations in 24 metropolitan areas 
of the United States during the 
coming months. 

Arrangements for the broad- 
casts were made by Robert Lange, 
director of the North American 
service of Radiodiffusion Fran- 
caise in a tour of this country. 
Since April, 1947, more than 200 
stations in the U. S. and Canada 
have carried these French pro- 
duced-in-English shows. 


Heads Alison-Bowes 

Pierre Bouscaren, formerly man- 
ager of foreign operations of As- 
sociated Merchandising Corpora- 
tion, has been elected president of 
Alison-Bowes Company, Chicago 
mail order house. ; 
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Perfection Stove 
Enters Gas Field 
with New Ranges 


CLEVELAND—Perfection Stove 
Company here is celebrating its 
60th anniversary of stove pro- 
duction with its largest advertis. 
ing campaign, to run in 44 con. 
sumer magazines and 18 trade 
publications. 

Highlight of the company’s re- 
cent sales convention, at which 
the ad drive was announced, js 
the entry of Perfection into the 
gas appliance field. 

Long a producer of oil stoves 
and water heaters exclusively, the 
company inaugurated the Super- 
fex furnace line in 1932, and 
added four new models within the 
past six months. The heaters, fur- 
naces and oil stoves, as well as 
the new gas ranges and heaters, 
will be featured in the promo- 
tional material. 

The schedule includes American 


§| Magazine, Better Homes & Gar- 


dens, Christian Herald, Country 
Gentleman, Farm Journal, House- 
hold, Liberty, Look, McCall’s, Pop- 
ular Mechanics, Popular Science 
and Successful Farming. 

In addition, the company has 
prepared a 20-minute color mo- 
tion picture titled “Search,” which 
is a movie tour of the new engi- 
neering research center. A 40- 
page brochure backs up the movie. 

Point-of-sale material, catalogs, 
booklets, folders, and envelope 
stuffers also will be used in the 
drive. McCann-Erickson, Inc., is 
the agency. 


Appoints Waters Agency 


Slim Youth Fashions, New York, 
manufacturer of knit lingerie, has 
appointed Norman D. Waters & 
Associates, New York, to handle 
its advertising. 


Stacy Advanced 

Maurice W. Stacy, traveling 
traffic representative of West Coast 
Airlines, Seattle, has been ap- 
pointed assistant general sales 
manager. 


WITHIN 15 MILES 
OF OUR TOWER 
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SAWMILLS 


Producing over 
4,000,000 Bd. Ft. 
of LUMBER 


advertising production R 
manager must be, to y 


meet any need. 


“P” stands, too, for 
Photostats, Photography, 
é Photo Offset Printing—the three 
\ phases of RCS all-round 
service on which production <— 
managers know they ¢ 
can rely. } 
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VITAMIN HAREM—Miami's recent Orange Bowl festival was enhanced by 


the float entry of Henry Cobbs, head 


centered around “King Orange" and his "Vitamin Harem.” 


Esso Sets Employe 
Relations Drive 
in 750 Dailies 


New YorK—The Esso Standard 
Oil’ Company began an intensive 
institutional advertising campaign 
last week stressing employe rela- 
tions. Ads will appear in 750 
newspapers in 18. states from 
Maine to Louisiana. 

Decision to launch the expanded 
campaign, which may cost close 
to $1,000,000, was reached after 
four ads were run last fall in New 
Jersey on a test basis. Reader- 
ship surveys conducted in the four 
test cities during and after this 
limited campaign showed that 
55% of persons reading the dailies 
saw the messages and 51.5% of 
those who recalled the ads cor- 
rectly identified the company. 

Copy will center around a de- 
scription of the company’s em- 


of his own citrus company, which was 


Rankin Revives 
Crusade to Ban 
Beer, Liquor Ads 


WASHINGTON—Dry pressure for 
curbs on beer, wine and liquor ads 
flared up in Congress again last 
week, this time before the House 
interstate and foreign commerce 
committee. 

The attack was spearheaded by 
Rep. John Rankin (D., Miss.) who 
pushed for action this session on 
HR-4,983, a bill banning liquor ads 
from the radio and mail. 

Rankin told committee chairman 
Charles Wolverton (R., N. J.) that 
Congress “cannot afford” to ignore 
“a rising tide of righteous indigna- 
tion” against “insidious propa- 
ganda pumped into the ears of our 
children” by elements “which want 
to soak the citizenship of this 
country with intoxicating liquor’. 


Based on Capper Bill 


The bill is based on S-265, the 
Capper proposal considered by the 
Senate interstate commerce com- 


and liquor ads from the radio, it 
prohibits the mailing of ads for 


| propaganda as to what a glorious 
‘thing it is to drink this or that 


'tended, “a little group that seizes | 


|rights of the mothers and fathers | 


\that you ever heard and 


a liquor advertisement,” 
clared. 


|to take up the bill. 


Babcock Loses 
Battle Against ‘Bee’ 


mittee last spring (AA, May 19, | 


1947). Besides banning beer, wine | 


'is privileged to “challenge the fit-| 


loyment licie d benefits its 
unprotected.” pioy policies an 
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workers enjoy. McCann-Erickson | 
is the agency. 


Plans Shoe Campaign | 


During the spring and summer 
of 1948, Graceline Footwear Ltd., | 
Montreal, will promote Graceline 
shoes in English and French | 
weekend papers and car cards | 
coast to coast in Canada. J. J.) 
Gibbons, Montreal, is the agency. | 


largest PAID Circulation — by three 
times—of any magazine covering 
the entire industry... and a total of 


1,000 reavers montnty 
(Tops in the field) 
82 Wall Street, New York 5, N.Y. 


Appoints John Long | 


John J. P. Long, formerly in| 
the sales department of the U. S. 
Rubber Company, has been ap-| 
pointed Detroit representative of | 
Seemann & Peters, Saginaw,| 
Mich., printing company. 


“CONVENTION ANDEKH/BIT 
VHS AnD DISPLAYS 

+ COUNTER 
D ISPL AY S 


C 


Sh teh ttiiie 
ese S 


CHICAGO ADVERTISING DISPLAY CO. § 


N 37 No. Wacker Drive ... . Chicago 6, Ill. : 
, Phone Franklin 6957 a 


He claimed that newspapers | 
which “enjoy a frank, free circula- 
tion within the country” spread 
“before the eyes of your children 
every day the most misleading 


or the other kind of liquor.” 
Says Rights Disregarded 
Continuing his attack, he con-| 


| 


control of the radio of this coun- | 
try is utterly disregarding the) 


of the nation.” 

“You can go even on Sunday and 
tune in and hear the best sermon | 
the | 
chances are it will be followed by | 
he de-| 


Rankin said the drys—“the | 
moral forces of America’—would | 


| need 30 days’ notice in order to) 
|prepare their testimony for 


the | ° 
bill. Chairman Wolverton prom-| 
ised that there would be plenty | 
of notice if the committee decides | 


The California supreme court, | 
in the case of Otis D. Babcock | 
against the McClatchy ,Newspa- | 
pers, has ruled that a newspaper | 


west, 


these products or of publications | ness of a candidate for public of-| 


containing such ads. It also pro- 


merce, 

Asked whether Congress could 
consistently bar advertising for a 
commodity which can be sol 
legally, Rankin countered that 
liquor ads “go into homes in the 
areas where they do not allow 
liquor to be sold.” 

He says the people of dry areas 
“ought to know it” if they are not 
to be protected. “If a state wants 
to go wet, from my viewpoint that 
is its business, but they have no 
right to permit the radio and the 
mail to be used to poison the 
minds of children and corrupt the 
homes of the nation.” 

Rankin insists “this is a bill to 
protect the American home.” 


Same as ‘Rattlesnake’ 


‘You would not any more let a 


| fice provided the statements with | 
hibits the transportation of such | the relation thereto are true.” | 
ads by carriers in interstate com- | 


The case involved a statement 
about Mr. Babcock published in| 
the Sacramento Bee in 1942. A} 
similar case is pending against the | 
| Sacramento Union. 


Buys Casing Rights 

| Milprint, Inc., Milwaukee, pack- | 
|aging convertor, has obtained ex- | 
|clusive manufacturing and sales | 
rights for Naturalux Pliofilm cas- 
ings, widely used by sausage and | 
liverwurst manufacturers. The. 
casings will be manufactured in 
Brooklyn under the name of Mil- 
O-Casings and will be featured 
as a companion item of Milprint’s | 
Pliofilm Mil-O-Seal 
cooked hams and luncheon loaves. | 


‘Rumrill Names Kemp 


G. LeRoy Kemp, formerly oot 
ager of field research and assist- 
ant director of research of Mc-| 
Graw - Hill Publishing Company, | 


Farming Is a 2 
High-Speed Business 


. 


The war and post-war period have imposed new de- 
mands on American agriculture. As never before farmers 
are implored to produce more food, faster. 


Aiding them in this assignment is The Weekly Kan- 
sas City Star, leading agricultural publication of the Mid- 


Speed dominates every act and service of The Weekly 
Kansas City Star. Its reporters (newspaper trained) work 
fast; their stories are sent by wire; every editor, com- 
positor and pressman is fighting to make a deadline. 


The result is a product cramful of timely facts of in- 
terest to farmers and immediately helpful to them in get- 
ting the utmost in profit from their farms. 


hiking for Printed on high-speed newspaper presses, The Weekly 
Star closes its forms Tuesday afternoon and is in the hands 
of farmer subscribers Wednesday morning. 


bcotlegger come into your house| New York, has been named direc- | 
and stand before your fire and lie | tor of research of Charles L. Rum-| 
to your children about what a | rill & Co., Rochester, N. Y. | 
glorious thing it is to go out and | 


get drunk or drink various kinds | Bailey Joins Monsanto 
beer, wine and liquor; you) Gertrude Bailey, formerly with | 
vould not any more permit that) William Esty Company, has joined 
‘tan you would permit a rattle- the department of industrial and 
snake to come into your home, | public relations of Mons ant 0| 
yet it is being done over the radio | Chemical Company, St. Louis. 
every day and every night,” he ee 
ontinued. aa Donnelly Names Dempsey 
Rankin said “the Christian peo- | Tom Dempsey, formerly account 
p e of this country, the moral peo- | executive of Harry M. Frost Com- 
be of this country, the law-abid- | pany, has joined the sales force of | 
ing people of this country who are | John Donnelly & Sons, 
tying to rear their children are| outdoor advertising company. 


Boston, | # 


Che Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


441,392 Paid-in-Advance Subscribers 
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Millison Joins Knollin 


Richard K. Millison, formerly 
on the Pacific Coast editorial staff 
of Fairchild Publications, has 
joined the Los Angeles office of 
Knollin Advertising Agency. 


Advances Fred Allan 
Fred J. Allan, secretary-treas- 
urer of Quality Steels (Canada) 
Ltd., Toronto, has been appointed 
sales manager of the company. 


Graphic 
‘prota Xe 


\, PAINSTAKING CRAFTSMANSHIP é 
>, FIDELITY OF REPRODUCTION 
\ + >. PERSONALIZED SERVICE y 


216 WEST ONTARIO STREET 


CHICAGO 10, ILL, 
SUP. 4314 


Koret Introduces 
New Playclothes 
in Spring Drives 


San FRANCISCO—Two special ad- 
vertising - merchandising promo- 
tions by Koret of California this 
spring will introduce two new 
groups of women’s sportswear— 
denim Regatta Blues and rayon 
Patio Companions playclothes. 

A spread in the May Mademoi- 
selle will kick off the Regatta 
Blues drive. Matching denim 
playshoes and a carry-all beach- 
bag by California Cobblers also 
will be featured. 

The Patio Companions group, in- 
cluding a short Eton jacket, flared 
skirt, slacks, shorts, pedal pushers, 
camisole halter and a contrasting 
cummerbund, will bow in a half- 
page ad in the April 26 Life. All 
garments will carry “advertised 
in Life” and washability guaran- 
tee tags. 

Complete merchandising pack- 


ages with mats, counter displays, 
promotional ideas and sales train- 
ing material will be supplied to 
all dealers, and both Koret and 
California Cobblers salesmen will 
have portfolios presenting the pro- 
motion in outline and explaining 
the tie-in arrangement. 

Stephanie Koret, stylist and one 
of the principals in Koret of Cali- 
fornia, has been selected by 
Sperry Mills to be featured as one 
of the West’s outstanding career 
women. The 16-time “success” 
series will run in 46 newspapers in 
California, Washington, Nevada, 
Oregon, Utah and Idaho. 


Sprague Names Crane 


Percy Hatfield Crane, former 
senior associate of Stewart, Dou- 
gall & Associates, has been en- 
gaged as marketing consultant by 
the Sprague Electric Company, 
North Adams, Mass. . Crane, 
whose headquarters are now lo- 
cated at 421 W. 2list St., New 
York, was formerly an account 
executive of Batten, Barton, Dur- 
stine & Osborn, New York. 


Nostrand Elected V.P. 


John J. Van Nostrand Jr., man- 
ager of the Hollywood office of 
Sullivan, Stauffer, Colwell & 
Bayles, has been elected vice- 
president of the agency. 


Raymond in New Post 


Edward C. Raymond, who has 
been office and personnel man- 
ager of the Bureau of Advertising, 
ANPA, New York, for the past 
four years, has been appointed to 
the newly created post of business 
manager of the bureau. 


Brown to Rural Net 


H. Stilwell Brown has been 
named assistant to the general 
manager of the Rural Radio Net- 
work with headquarters at Ithaca, 
N. Y. He was formerly sales man- 
ager of WHCU, Ithaca. 


Joins ‘Park East’ 


Robert. L. Spitz, formerly with 
Vincent Edwards & Co., New York, 
and the New York Post, has joined 
the sales staff of Park East, New 
York. 


IN THE ROCKY MOUNTAIN EMPIRE 


Diversity of Industry 


ASSURES YOU 
Stability of Markets 


In the Rocky Mountain Empire more 


than 14 thousand manufacturing plants 
annually turn out a wide variety of prod- 
ucts with values in excess of 4 billion 
dollars.* Yet manufacturing is only one 
of the Empire’s sources of wealth. 

Each year from farming, livestock, 
mining, and tourist travel come billions 
of dollars of additional income... 
diversified income that contributes to the 
stability of markets that you can sell profit- 


ably through THE DENVER POST. 


*Source: 1940 Census . . 
of © billion dollars 


. Present values are estimated in excess 


EDITOR AND PUBLISHER 


THE. 


PALMER HOYT 


DENVER. POST 
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Stanton Reads 
Radio’s Palm 


New York—“Husband to wife 
Husband to wife. Won’t be home 
for dinner tonight, dear. Work. 
ing late. That is all.” 

This imaginary home-to-home 
broadcast may be repeated jp 
many versions in 1973 if the prog. 
nostications of CBS Presiden; 
Frank Stanton come to pass. 

Mr. Stanton last week predicted, 
in a speech on the Prudentig) 
“Family Hour,” that 25 years 
hence: 

“You can count on having per- 
sonal sending sets to carry around 
in your pocket. You’ll be able to 
make your own broadcasts — to 
tell the family you’ll be late fo, 
dinner, for example.” (Which, 
of course, is no more than Dick 
Tracy has been doing for some 
time now.) 

The Columbia executive ’ also 
foresaw pocket-watch size radios 
powered only by sunlight and fac- 
simile newspapers in full color, 
both of which he said are “out of 
the fantasy stage and well in 
sight.” 


Transit Radio 
Plans FM Sets 
in Kentucky Buses 


(Continued from Page 1) 


maintained by Transit Radio and 
Station WCTS, Cincinnati, at no 
expense to the transit company, 
and special programs will be ar- 
ranged for the transit audience. 
It is estimated that installations 
in vehicles will begin about May 1. 

Transit Radio, Inc., organized 
last May, is a Cincinnati com- 
pany headed by Hulbert Taft Jr., 
president, and Richard C. Crisler, 
executive vice-president in Cin- 
cinnati. Mr. Taft is managing di- 
rector of Station WKRC, Cincin- 
nati. 


Improve Reception 


Through the joint efforts of 
Transit Radio and Electronics Re- 
search, Inc., Evansville, Ind., FM 
receiving sets, free from electrical 
interferences and able to with- 
stand the continued vibration of 
moving vehicles, are now avail- 
able. Plans are being made for 
similar installations on a nation- 
wide basis. 

Tests also have been made in 
the vehicles of the Cincinnati 
Street Railway. Mr. Taft ex- 
pressed the hope that riders on 
the Ohio side of the river would 
be offered radio programs in the 
near future. 

Equipment will be placed in- 
conspicuously in the buses, the 
exact location depending upon the 
type of bus. Uniform reception is 
made possible by the use of four 
or more speakers distributed over 
the length of the bus so as not to 
interfere with car cards or any 
other regular part of the bus 
Control of the sets and programs 
is to be maintained by the broad- 
casting station, so that no distrac- 
tion or additional duties hinde! 
the drivers. 


Akin Forms Own Firm 


Russell G. Akin has formed the 
Akin Company, to serve manufac- 
turers of photographic equipment 
and supplies as their personalized 
selling organization for a five- 
state area consisting of ITllino\s, 


Wisconsin, Indiana, Ohio and 
Michigan. Offices are located at 
222 W. Adams St., Chicago. 


Changes Call Letters 


Crosley Broadcasting Corpor*- 
tion, Cincinnati, has changed te 
call letters of its television outlet 
from W8XCT to WLWT. At tne 


same time the station will end ‘% 
experimental status. The station 
will jump to full power the latter 
part of the month. 
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JOINT DRIVE—Jim Richards, ne singe 
Co., Odenton, Md., and M. J. Hooker, advertising manager, Dow Chemical Co., 


Midland, Mich., look at a presentation 


manager, National Plastic Products 


for Saran, a plastic material which the 


companies will promote jointly. MacManus, John & Adams, Detroit, is the 
agency. 


Plans Ad Drive 
to Restrict Use 
of Word ‘Rayon’ 


New YorK—Tennessee Eastman 
Corporation has discontinued use 
of the word “rayon” as a generic 
name for its cellulose acetate tex- 
tile fibers and is expected to break 
a trade publication drive shortly 
to explain the move to textile and 


garment trades and to retail stores. | 


James C. White, president of 
the Eastman Kodak subsidiary, 
said the term “rayon” has come to 
include two very different textile 
fibers which are “about as unlike 
as any two natural fibers one 
could name in such critical quali- 
ties as shrinkage, soilage and abil- 
ity to hold an ironed-in crease.” 


‘Quite Deceptive’ 


For many years after its intro- 
duction, he continued, “rayon” 
was used to describe viscose or 
regenerated cellulose and served 
as a useful designation for such 
fabrics. In later years, however, 
the word also was applied to cellu- 
lose acetate fibers, a trend which 
is “quite deceptive.” 

“Tennessee Eastman,” he de- 
clared, “does not wish consumers 
to be misled into ascribing to its 
acetate fibers properties which 
they do not possess,” and there- 
fore will “encourage the restric- 


tion of the word rayon to its orig- | 


inal, long-accepted meaning in 


textile commerce.” 
Plans Consumer Drive 


The company also plans to take 
its story to the public through a 
consumer advertising campaign 
through Kenyon & Eckhardt, al- 
though details have not yet been 
worked out. 

The move follows the decision 
of Dow Chemical Company, Mid- 
land, Mich., and National Plastic 
Products Company, Odenton, Md., 
to release Saran, the name of their 
jointly produced plastic fire-and- 
water-resistant material to gen- 
eric use, 

The companies also have sched- 
uled a joint advertising drive pro- 
moting Saran’s applications in in- 
dustry and the home. Dow will 
use full-page, four-color copy in 
national magazines and National 
Plastic will use similar space in 
16 business papers in textile, in- 
Stitutional and automotive fields. 

MacManus, John & Adams is the 
agency. 


Dairy Group Elects 

C L. Upper, vice-president and 
feneral manager of De Laval 
Company, Peterborough, Ont., has 
been elected president of the Ca- 
Nacian Dairy Industry Suppliers’ 
Ssociation. 


Gets Meat Account 


Ellis Advertising Company, New 
ork office, has been appointed to 
handle the advertising of Koes- 
‘rich Bros., canner of kosher 
meat products. 


‘Chicago Sun’ and 
‘Times’ Merged 
as Single Tabloid 


Cuicaco—The Chicago Sun and 
Times became a single “round the 
clock” tabloid Feb. 2, combining 
facilities and personnel to put out 
daily editions “timed to match the 
morning and afternoon reading 
| preferences of the community.” 
The two newspapers have been 
'sold to advertisers as a combina- 
| tion since last Sept. 29, when the 
|Sun changed to a tabloid and 
started publication at the Times’ 
plant. L. J. Abrams, Sun and 
Times advertising manager, said 
the newspapers’ advertising de- 
partment staff will not be affected 
by the change, but will be kept 
intact, “to a man.” Advertising 
|rates on the new Stin and Times 
|are now being worked out, he 
added. 
| Russell Stewart is to serve as 
| general manager of the combined 
| editorial department, with Marvin 
| McCarthy, managing editor. Rich- 
‘ard J. Finnegan is editor of the 
_ paper. 

More Efficient 

| In a front-page statement to 
readers, the Sun explained that the 
merger “will permit the more ef- 
ficient use of production and dis- 
tribution facilities necessary in a 
period of higher costs for news- 
print, increasing wages and other 
economic pressures.” News and 
picture facilities are to be com- 
bined, and the daily Sun and 
Times “will print the most pop- 
ular features, columns and comics 
of both papers.” 

Circulation of the Sun and 
Times, despite current ITU strike 
difficulties, is said to total 780,000, 
which represents a “little loss” 
from pre-strike levels. 

The Sun, which published its 
first issue Dec. 4, 1941, moved out 


News building last September | 
after its publisher, Marshall Field, | 
purchased a majority of the Times’ | 
stock, at $60 a share. Sunday edi- | 
tions of the Sun and Times were 
combined Sept. 29, but the daily 
papers had maintained separate 
staffs. | 
Benson & Hedges Boosts | 
Budget for Parliament 


Benson & Hedges, New York, | 
will spend 40% more on advertis- | 
ing during 1948 for Parliament! 
cigarets as compared with 1947) 
and launch a newspaper cam-| 
paign consisting of 200-line ads in | 
the New York Daily News, Herald 
Tribune and Times early this 
month. The company will con- | 
tinue its schedule in Cue and The} 
New Yorker and sponsorship of 
“Last Night in the Parliament | 
Room” on WNBC, New York. 

Newspaper advertising will be 
expanded soon to the Los Angeles | 


Bermuda Ad Fund 
Hits $1,500,000 


Last Minute News Flashes 
Lewyt Schedules Product, Institutional Drives 


BROOKLYN—The Lewyt Corporation, which celebrates its 60th an- 
niversary this year, will launch a $700,000 campaign this month for 
vacuum cleaners and the contract division. In addition, $1,000,000 
will be spent in cooperative advertising with Lewyt vacuum cleaner 
distributors during 1948. Of the $700,000 budget, $500,000 will be 
spent for full-page two-color ads to appear during February, March 
and April in Good Housekeeping, Ladies’ Home Journal, Life and The 
Saturday Evening Post. The remainder of the company’s appropria- 
tion will be used for an institutional drive for the contract division in 
newspapers in the eastern market and in business publications. The 
$1,000,000 cooperative campaign includes newspapers, spot radio, out- 
door and exhibits in 100 cities. Hicks & Griest, New York, is the 
agency. 


Kids’ Kolynos Kap Goes National 

New YorK—Kolynos Jolly Kap, a toothpaste gimmick designed to 
get the small fry trade, was introduced to the national market Feb. 1 
—after testing in New England and New York—in half-page ads in 17 
comics sections of major newspapers. Most of Whitehall Pharmacal 
Company’s products were mentioned in the copy, placed through 
Dancer-Fitzgerald-Sample. More comics space may be used later; 
meanwhile, the Kolynos Kap is being plugged on three network shows. 


To Start Campaign for Holiday Macaroon Mix 
PERTH Amboy, N. J.—Allied Food Industries, through its newly- 
appointed agency, Byrne, Harrington & Roberts, New York, will pro- 


mote its new Holiday macaroon mix shortly in the metropolitan edition ' 


of Parents’ Magazine and newspapers and radio in the eastern mar- 
kets. Advertising plans will expand with national distribution of the 
product. , 


Erwin, Wasey Names George Wasey V.P. 

New York—George E. Wasey, who joined the agency in 1934 from 
the Barbasol Company, has been elected a vice-president of Erwin, 
Wasey & Co. Since his return from naval service, he has been an 
account executive. 


Nets Get Set— 
Hope Musicians 
Won't Go Out 


BULLETIN 
New York— American Federa- 


New YorK—The Bermuda Trade 
Development Board said last week 
that it will spend more than $1,- 
500,000, a record appropriation, | 
to promote travel to the island in 
1948. tion of Musicians members will 

Newspapers and magazines will continue working for the networks 
get the bulk of the promotion, | under terms of their old contracts 
with travel magazines and some /|for 60 days and FM broadcasters 
Canadian publications also sched-| Who wish to do so are free to 
uled. On the list are American @uplicate AM music broadcasts. 
Lawn Tennis, Bride’s Magazine,,_ This announcement was made 
Golfing, Holiday, House & Gar- Friday by representatives of the 
den, Harper’s Bazaar, National networks and AFM, who said they 
Geographic Magazine, Newsweek, Were making satisfactory progress 
The New Yorker, Social Spectator, |‘ their negotiations but were un- 
Time, Town & Country, Vogue | able to settle all details before Jan. 
and Yachting. 31, expiration date of the old 

Newspaper travel sections are|#8Teement. While negotiations 


scheduled in the Baltimore Sun,|C™tinue, the AFM agreed to lift 


Boston Globe and Herald, Chi- 
cago Tribune, Cincinnati Enquirer 
and Times-Star, Christian Science 
Monitor (Atlantic edition), Cleve- 
land Plain Dealer, Detroit Free 
Press and News, New York Times 
and Herald Tribune, Philadelphia 


Bulletin and Inquirer, Pittsburgh | 


Press and Sun-Telegraph, and 
Washington Post and Star. 
Canadian publications will in- 
clude Canadian Homes and Gar- 
dens, Mayfair, Montrealer, Time’s 
Canadian edition, Saturday Night 
and newspapers in half a dozen 


| cities. Travel publications include 
| ASTA News, Travel Agent, Travel | census seemed to be that the musi- | 
of its leased quarters in the Daily| Trade and Official Steamship & | cian. would continue to work 


Airways Guide. | 
J. M. Mathes, Inc., is the 
agency. . 


Security Changes 
to Republic Press 


The Security Banknote Com- 
pany, Philadelphia, has changed | 
the name of its commercial print- | 
ing plant in Pittsburgh from Re- 
public Bank Note Company to the 
Republic Press. About a half- 
million dollars has been appropri- 
ated for new presses in both let- 
terpress and lithograph depart- 
ments and for precision color 
cameras and technicians. 

The company will launch a di-| 
ct mail campaign to promote | 
The Pittsburgh Package,” a civic | 
project to promote the city. 


Appoints Grether 


Elizabeth Grether, formerly in| 
the San Francisco office of Biow 
Company, has. been 


re 


“ 


appointed | 


its ban on FM duplication of AM 
music, effective Feb. 1, with the 
“expectation that FM_ broadcasts 
will provide additional employ- 
ment opportunities for musicians.” 


Discussion also will continue’ on | 


the employment of musicians in 
television. 


| New York—Network executives 
| were negotiating with President 
James C. Petrillo of the American 
Federation of Musicians as ApvER- 
TISING AGE went to press. 

Despite several meetings during 
the week, many issues remained 


Refrigerator, Air 
Conditioner Group 
Expects Big Sales 


CLEVELAND — Color, showman- 
ship, and a willingness to talk 
business on a big scale, in spite of 
the steel shortage, marked the 
fifth Refrigeration and Air Condi- 
tioning Exposition here last week. 

Theme of the exposition was 
“Sales Can Be Great in ’*48,” and 
dynamic attention arresters, flashy 
literature, catalogs and swarms of 
salesmen ready to accept and fill 
orders on a short-term basis testi- 
fied that the industry is serious 
‘abou: its boast. 

Speaking of the industry as “the 
fastest growing major industry,” 
Edward M. Flannery, president of 
Refrigeration Equipment Manu- 
facturers Association, the exhibi- 
tion sponsor, said surveys indicate 
that “during the next few years” 
there will be a “demand for nearly 
11,500,000 domestic refrigerators.” 


‘Billion Dollar Potential’ 


“The potential commercial, in- 
dustrial and home air condition- 
ing market,” he asserted, “is esti- 
mated at a billion dollars.” 

A total of 172 exhibitors were 
on hand, occupying four entire ex- 
hibition halls of Cleveland’s huge 
auditorium and exposition center 
—a total of 75,000 square feet of 
occupied space. Over 5,000 pieces 
of new equipment were on dis- 
play. Attendance for the four 
days, restricted to the trade, was 
more than 20,000. 

Among the more dramatic dis- 
plays of showmanship were the 
giant moving hand and rachet of 
the Bonney Forge & Tool Works, 
Allentown, Pa.; the extensive 
glassed-in winter scene of the 
Lehigh Mfg. Company, with a 
blizzard’ ‘in process; the trans- 
parent mirrors of Copeland Re- 
frigeration Corporation, showing 
in successive lighted chambers 
their open, and closed compressor 
units; and“numerous other attrac- 
tions of similar caliber. 

The most radical equipment to 
be displayed was the revolution- 
ary “miracula” or “heat pump” of 
the General Engineering & Mfg. 
Company —a product which ex- 
tracts heat from earth or water 
and distributes it in the house in 
‘winter, and which can ¢arry heat 
‘from house toe ground in the sum- 


| mer. : 

| During the show a 30-carload 
order, largest ever ‘written for % 
and % horsepower window - type 
‘room air conditioners, was placed 
by the D. W. May Company, New 
| York, at the Fedders-Quigan Cor- 
|poration exhibit. 


and San Francisco markets. Kud-| media director of the Avery-Bru-| 
ner Agency, New York, has the! giere Advertising Agency, San 
account. 


Francisco. | 


unresolved. However, the con- 
Larger Ad Budgets 
That advertising programs are 
until a new agreement is signed. (being expanded almost univers- 
At any rate, the networks, jit- ally was apparent. This is espe- 
tery on the subject of musicians cially true in the trade publica- 
since the announcement of the tion field, where product adver- 


January record ban, are prepared |tising is now in full swing. Ex- 


to carry on their program sched- | amples of companies planning ad- 
ules, with or without live music. | vertising expansion are the Cope- 
CBS and NBC, working together,|}land Refrigerator Corporation, 
have collected and filed a sizable | which is virtually doubling its 
library of recorded bridges and | program over last year; Bonney 
background music. These prob-| Forge & Tool Works, which is up 
ably would be made available to|from 15 to 20%, and Servel, Inc., 
ABC and MBS as well, should| which in a special exposition edi- 
their own supply prove inade-|tion of the “Servel High Side 
quate in the event of a strike. | Lights” announced an expansion 

Two problems still to be hur- in trade and consumer publica- 


|dled by the negotiators were their tions. 


differences on FM and television,, Associations holding their an- 
with the networks insisting on)|nual meetings in connection with 
duplication of AM music on the|the exposition were the National 


\former and the use of musicians | Association of Refrigeration Con- 
,on the latter. 


Observers gener- | tractors, the Refrigeration Equip- 


ally were predicting that the net-| ment Wholesalers Association, and 


works would give FM the go- | the National Commercial Refrig- 
ahead signal on duplication if the|eration Sales Association. The 
musicians continued to play on|latter, organized a year ago, is 
the air after the expiration of|making extensive promotional 
their contract. |plans for the future. 
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